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ABSTRACT 
The development of retail industry in Hong Kong has been especially rapid 
over the past two decades, and chain store was one of the modern retail concepts 
emerged. To gain farther insights into the retailing strategies of chain stores, City 
Chain and Optical 88 have been selected as the foeus of discussion. 
City Chain and Optical 88 altered the "game plans" in their respective 
competitive environment. The first success factor is the synergy effect of these two 
companies at both the company and marketing level. The other success factors are 
the definition of their business scopes and their products. 
City Chain and Optical 88 define their store images as products. 
Merchandise, service, atmosphere, and the "psychological premium" combine 
together to form a store image. A retailer should consider these factors in 
formulating the pricing strategy, and so price the "product" up to the perceived 
acceptance level of customers. 
Customers will make two decisions during the shopping process. The first 
one is for choosing the store and the second one is for choosing the merchandise. 
Therefore, customers can gain satisfaction on his proper decisions of both the store 
and the merchandise. 
From the company development of City Chain and Optical 88, the life cycle 
of chain stores may be essayed�Chain stores will usually go through introduction, 
early growth, rapid growth, consolidation, and maturity stage. 
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Over the past two decades, the development of the retail industry in Hong 
Kong has been especially rapid, the major advances being compressed into the last 
five to ten years. Compared to much of the rest of the world, the pace of change 
experienced in Hong Kong has been remarkably quick, a year here being equivalent 
to three years in Europe or the United States (Wade, 1989). The value of total retail 
sales jumped from HK$49 billibn in 1981 to HK$135 billion in 1991. 
Owing to the socio-economic changes in Hong Kong, many modern retail 
concepts emerged, such as supermarkets, chain stores, covered shopping malls, etc. 
Over the past ten years, there has also been a shift in the age structure of the 
population. The median age of the population has risen from 25.7 in 1980’ to 31 in 
1990 (Hong Kong Social and Economic Trends, 1980-1990). 
Furthermore, the increase in income of Hong Kong people has facilitated the 
growth of the retailing industry. THe real wage index increased from 100 in 1982 to 




Within these ten years, a number of large local chain stores (each with more 
than 40 stores) has emerged. Some examples are listed as below: 
rATRGORY NAMK OF SHOPS 
Fashion Giordano, G2000, U2 
Food and Beverages Cafe de Coral, Fairwood 
Optical Products The Optical Shop, Optical 88 
Shoes Le Saunda, Enrico 
Sportswear Puma, Marathon 
Watches City Chain 
Although these stores belong to different categories, they all have a common 
characteristic _ a unique store image. It is relatively easy to distinguish the above-
mentioned stores from their competitors (except for Fairwood, which is using a "me 
too" marketing strategy to compete with Cafe de Coral). For example, in fashion 
retailing, each major market participant selects a different combination of color tones: 
Giordano uses green and white, G2000 uses black and brown, while U2 uses dark 
green and metallic bluish gray. 
To gain further insights into the retailing strategies of chain stores, two market 
innovators, City Chain and Optical 88，have been selected as the focus of discussion 
in this paper. 
This project is divided into three main sections. Firstly, I will discuss the 
retailing strategies of these two companies (Chapters III，IV，V)，and focus on their 
critical success factors. Then, a consumer survey (Chapter VI) has been conducted on 
consumers' attitudes towards these two companies, to see whether these two 
companies have achieved their marketing objectives or not. Finally, some 






Choosing a store is a process based on the interaction between a retailer's 
marketing strategies and the individual and situational characteristics of buyers 
(Engel, Blackwell and Miniard, 1986). A consumer will make his store choice based 
on his attitude toward stores. This attitude is determined by the perceptions of store 
attributes and the importance of store attributes (Monroe and Guiltinan, 1975). There 
are 10 salient attributes in store choice: 1) location; 2) nature and quality of 
assortment; 3) price; 4) advertising and promotion; 5) sales personnel; 6) services 
offered; 7) physical store attributes; 8) nature of store clientele; 9) store atmosphere; 
and 10) post transaction service and satisfaction (Engel, Blackwell and Miniard, 
1986). 
However, it is hard for a customer to determine clearly the rating and the 
importance of each attribute at each shopping decision. He may only consider several 
attributes and/or the overall perception of the store. 
There is a force operative in the determination of a store's customer besides 
the obvious functional factors of location, price ranges, and merchandise offerings, 
� � a n d this force is the store personality or image. This image is the way in which the 
store is defined in the shopper's mind, partly by its ftmctional qualities and partly by 
psychological attributes. The shopper seeks the store whose image is most 
congruent with the image he has of himself. Economic factors will always be 
important. Unless the store image is acceptable to the shopper, price announcements 




store images in her mind — not images of this counter or that department but 
impressions or pictures of entire stores (Martineau, 1958). 
Image considerations are an important aspect in the development of an 
integrated marketing strategy ,for individual stores, store chains, and shopping centers. 
A unique store image is one of the retailer's most valuable marketing assets, creating a 
competitive advantage that is not easily duplicated by other retailers (Steenkamp and 
Wedel, 1991). 
Different classes and different types of shoppers have different psychological 
outlooks on the world and different ways of life. E a c h s e g m e n t of the market looks 
for a different emphasis. Generally, the lower-status shopper looks at goods in a 
factional sense; she wants the store image to reflect her values of practicality and 
economy. She is concerned with the quality of the merchandise and the dependability 
of the store. The upper-status shopper, by contrast, is interested in whether the 
symbolic meaning of the store reflects her status and her style of life (Martineau, 
1958). 
In retailing, "place" is the most important element. "Place" means two things: 
firstly, the location of the outlet; secondly, the layout and atmosphere. In order to 
win a retail war, both offensive and defensive strategies have to be devised. For an 
offensive strategy, there are three tasks in order to attack: 
� � T a s k 1. To create an atmosphere that projects the desired store image - so as to 
attract the "right" customers from your competitors while you still keep your own; 
Task 2. To maximise the exposure of the merchandise by guiding customers to 
the selling areas of the entire store - so as to increase your customers' impulse buying; 
Task 3. To maximise customers' convenience in their observation, selection 






In order to discourage competitors from attacking, there are four tasks for a 
defensive strategy: 
Task 1 • To maximise the area of selling space in relation to non-selling space _ 
so as to increase the productivity of each dollar you pay in rent; 
Task 2. To increase the earning power of every inch of selling space - so as to 
obtain the greatest gross margin per square foot of floor space; 
Task 3. To facilitate the merchandising activities, maintenance, cleaning and 
other supporting activities - so as to reduce the store's operating costs and increase 
your employees' working morale; 
Task 4. To improve the store security by preventing shoplifting and other 
casualty losses - so as to prevent shoplifting and other avoidable accidents that may 
seriously affect your company's profit. (So Kam Ho, 1987) 
In the following chapters, I will discuss the focus of City Chain and Optical 
88 in formulating their retailing strategies, what the role of store image in making 




STELUX HOLDINGS LIMITED 
Stelux is controlled by Wong Chue Meng (his Thai name is Mongkol 
Kanchanapas), who is a 71-year-old Thai-Chinese. According to Fortune Magazine 
(7 Sept., 1992)，the wealth of his family is about US$3.3 billion. The family holds 
58% of Bangkok Land Ltd.; this is the largest capitalization value stock on Thailand's 
stock market. 
In Hong Kong, he holds Stelux Holdings Limited and Hwa Kai Thai Holdings 
Limited. Both companies have interests in retailing. Stelux holds City Chain 
(watches) and Optical 88 (optical); while Hwa Kai Thai holds Puma (sportswear) and 
Tin Tin (restaurants) respectively. 
In 1962，a market survey revealed that there was a scarcity of high quality 
watch bracelets available in the market at reasonable prices. Stelux was incorporated 
in September 1963 with the specific aim of meeting this demand. After twenty-five 
years of developments, Stelux owns the whole vertical line of watches, from 
production to retailing. Meanwhile, it has spread to other industries, such as property 
development. Nowadays, it has four core business streams: properties, watch 




Stelux's core retail businesses - City Chain and Optical 88 — have a total of 
183 stores in Hong Kong, Thailand, Singapore, Taiwan, Macau, and China. The 
long.teim strategy in the retail area is to extend its network of stores throughout the 
Far East, while focusing on maintaining its competitive edge in production, and 
continuing to target the rapidly growing middle income market. Stelux believed that 
the knowledge and experience in operating City Chain - opened in 1985 - were 
transferable. Therefore, it acquired Optical 88 in 1988 and is now continuously 




CITY CHAIN CO. LTD. 
City Chain Co. Ltd. is a wholly owned subsidiary of Stelux Holdings Ltd. 
City Chain's marketing strategies are so innovative that it has changed the concept of 
watch retailing. 
A traditional watch retailer will sell watches through a long display counter. 
A cuStomer will sit or stand in front of the display counter and ask the salesperson on 
the other side to take out a watch for him to examine. This kind of watch selling 
method limits the customer's choice for he can only conveniently choose from the 
watches in front of him. Besides, the customer will feel quite embarrassed if he 
continuously asks the salesperson to bring him different watches. Furthermore, some 
customers may feel "pressured" by the salesperson during their decision process. The 
basic business concept of City Chain is to break down the psychological barriers of 
customers and make the purchasing fun. 
• \ � 
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rnmpaiiy Development 
The development of City Chain can be roughly divided into four stages. 
Stage 1 (May 85 - May 86) 
T h e first City Chain outlet was opened in May 1985. The marketing strategies 
were quite innovative at that time. The target market of City Chain was young 
people. The major product line was mainly fancy watches, such as Smash!, and 
electronic watches, such as Casio： Furthermore, ‘since the purchasing power of these 
young people was not very high, the prices of watches were quite competitive. The 
average price of a watch was about HK$70. For example, the price of a typical 
Smash! watch was HK$68-
At this stage, most of the outlets were located in department stores and 
grocery chain stores, such as Klasse and Watson's. Nearly all the outlets were 
operated on a concession basis. The average area of each concession counter was 
about 200 square feet The objective of this distribution strategy was to increase the 
market exposure in a very short period and with a comparatively low cost. There 
were about 100 outlets by mid-1986. 
�� city Chain was tlie first watch retailer to use mass media to promote the store 
image actively. At that time, many large traditional watch retailers did not consider 
promotion as important. City Chain put a lot of advertising on TV, and initiated a 
price war with the traditional retailers, especially those in the low-end market. 
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Stage 2 (May 86 - May 87) 
At the beginning of May 1986，City Chain took a decisive step in their 
marketing strategies. It withdrew their concession outlets from all the department 
stores and began to lease or buy its own shops. This was because City Chain 
encountered several problems from both marketing management and daily operations 
at Stage 1. 
The first major problem of using concession outlets was the "positioning" of 
its "image". The main color tones of City Chain were red, gray and black, and these 
colors were used to build up a high-tech image of the stores. However, this image 
was highly affected by the environment within the department store. For example, it 
was hard to build up a high-tech image, if the concession outlet was situated next to 
the ladies underwear section. 
The second problem was the control of price on the products. Usually, under 
the consignment and concession agreement, the consignee had to inform the 
consignor in advance of their price changes. This made City Chain lose the flexibility 
to adjust its prices, and so decreased its responsiveness to the changes in the market 
environment. On the view of internal control, some consignors would collect the 
daily sales payments at their cashier and then transmit it to the consignees at the end 
of each month. This affected the cash flows of City Chain and a lot of updated sales 
� i n f o r m a t i o n was lost Furthermore, City Chain was seriously restricted when doing 
promotions due to the physical constraints of the environment. 
The third problem was the morale of the salesmen. Salesmen's sense of 
"belonging" was low for they thought that they were working for a department store, 
instead of City Chain. This decreased their productivity and caused a lot of turnover. 
\ \ . 
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Having its own stores, City Chain could build up a distinct image. It paid a 
lot of attention to the internal decoration of the shops, and the displays of products. 
These emphases are still playing important roles in formulating the marketing 
strategies of City Chain today. Such emphases can be illustrated by the direct 
involvement of City Chain's top management, such as the Managing Director and 
General Manager, in discussing the internal design of each shop. 
Most of the shops were located in the tourist areas and the prime shopping 
areas. At that time, the numbers of the shops were consolidated to about 50. The 
average area of the shops increased to about 600 square feet. This increase in size of 
the shops provided more room for City Chain to add more ftin to the shopping 
process of customers. There were television sets within the shops that kept playing 
music videos and commercials for City Chain. Furthermore, the display units were 
specially designed in different shapes to attract the attention of the customers. For 
example, some display units were operated by air pressure. 
In 1986，City Chain acquired several rights of exclusive agency for watches, 
and so the assortments of watches began to increase. Also, Stelux, the parent 
company, was a watch manufacturer and owned several brand names, such as Solvil 
e t Titus and Bulova. It granted the sole agencies rights ofthese watches to City Chain 
in the Southeast Asia region. 
�� The image of City Chain was gradually upgraded by the changes in the 
product and distribution strategies. The price range was extended and ranged from 
about sixty to several thousand Hong Kong dollars. 
. V 
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The promotion strategy was to build up the reputation of City Chain by 
emphasizing that it had acquired several rights of exclusive agency. There was an 
advertisement that showed the "boss" of each brand name sitting around a big table 
in a conference room signing exclusive agency contracts for City Chain. The 
"bosses" were not actors, but real people! 
Stage 3 (May 87 - now) 
After the consolidation period in Stage 2, the Hong Kong market of City 
Chain began to become saturated. Before 1989，most of the new shops were opened 
in the new areas. However, the changes of locations were mainly caused by the 
renewal of tenancy, expiration of tenancy or closing down the unprofitable ones since 
1989. In order to continue the growth strategy, City Chain began its international 
expansion. 
City Chain in Singapore was opened nearly at the same time as in Hong Kong. 
At the begimiing, the business in Singapore was not so profitable. This was because 
of the differences between consumer behavior in Singapore and Hong Kong. 
Generally, the purchasing power of Singaporeans was not as high as that of Hong 
Kong people, due to the high propensity for saving in Singapore, and the "forced 
saving" of government social programs. Furthermore, most Singaporeans considered 
� w a t c h e s as a durable product, rather than a "fashion" product. However, after the 
economic development of recent years, the performance of Singapore's City Chain 
has been improving significantly. 
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Taiwan was the second target for City Chain's international business. The 
business was initially started by a joint venture with a local Taiwan company at the 
beginning of 1988. The objective of the joint venture was to use the expertise of the 
Taiwan company to deal with the specific market environment of Taiwan. By 1990， 
City Chain had acquired the shares of its partner and became more flexible in 
formulating marketing strategies. 
The other substantial move of City Chain was the "return" to Thailand. This 
action was called a "return" because — as noted already - the Wong family, the major 
shareholder of Stehix. is Thai-Chinese. Actually, City Chain had planned to open 
new shops in Thailand for a long time, so as to exercise this competitive advantage. 
However, the economy of Thailand was not so prosperous in the past, and has just 
been booming in recent years. Thus, City Chain entered this market in 1990. 
Today, City Chain is an international company that operates sixty-four outlets 
in Hong Kong, twenty-four outlets in Singapore, twenty-two outlets in Taiwan, 
fo^en outlets in Thailand, and one outlet in Macau, a total of one hundred and 
twenty-five outlets. In 1993, two outlets will be opened in China. ‘ 
At the end of 1992, City Chain started another chain, Time Economic Zone. 
The target market of this chain is the low-end market, which City Chain may be 
�� losing in the process of upgrading its image. 
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Cnrrent Mark^my Strategies 
Target Market 
The target market of City Chain is mainly young people. The age range is 
from 20 to 45. City Chain has been enlarging its target market since its first 
establishment. It started from a single market strategy in Stage 1 and changed to a 
multi-market, multi-product strategy of today. This change was carried out by adding 
m 0 r e product lines, by changing the locations and decoration of the shops, and by 
going international. 
Competitors 
The primary competitors of City Chain are traditional watch retailers. The 
e m e rgence of City Chain in the watch retailing market has forced a lot of small 
competitors to leave the market. The remaining ones are the large traditional watch 
retailers or jewellery shops. Besides, there are a lot of individual i m i _ r s of City 
Chain. Some of these competitors even copy the color tones of City Chain and some 
copy the presentation style of merchandise. 
�� City Chain defines its competitors in a broader sense. The secondary 
competitors are the other consumer products retailers. This is because it defines its 
products as "fashion" goods, rather than as necessities or durable goods. 
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Product 
City Chain sells more than twenty brands of watches, such as Zenith, Universal 
Geneve, Cyma, Candino, Ellesse, Michael Benedick, Solvil et Titus and Smash!. 
City Chain classifies its watches into three categories: House brands, Agency brands, 
and Foreign brands. 
House brands are those watches that are manufactured by Stelux, and Stelux 
or City Chain has the rights of sole distribution in the world. These watches include 
Cyma, Solvil et Titus, and Smash!. Agency brands are those watches that Stelux or 
City Chain has the rights of sole regional distribution. All the other watches or clocks 
that do not belong these two categories are the Foreign brands. Usually, each shop 
will carry more than 80% of House and Agency brand watches. Usually, a shop will 
cairy about the following percentages in its stock: 48% of House brands, 32% of 
Agency brands and 20% of others. 
The merchandise mix of each shop is not identical. This mix varies according 
to the shopping pattern of each area. In local shopping areas, the main product lines 
will be Solvil et Titus and Smash! because these two brands are locally well-known. 
However, in tourist areas, the main product lines will be Seiko and Cyma. The 
merchandise mix of each shop is determined by the target market with respect to each 
area. Since City Chain is the sole agency and the retailer of many brands, it can feed 
� back the changes in the taste of consumers to the manufacturers rapidly. 
In order to provide satisfactory service, City Chain has an after-sales service 
department which is mainly responsible for all the repair works and maintenance. 





Other eharacteristics of City Chain's marketing strategies are standard pricing 
and no bargaining policy. Clearly the traditional selling method (price bargaining) is 
unfair to customers, since the customers do not have complete information before 
t h e y make their decisions. The net price (exclusive of taxes and other special 
charges) is the same at all the City Chain outlets internationally. Compared with 
other retailers, the pricing is highly competitive on the same level of quality. 
City Chain uses a »no bargaining' policy so that all watches are sold at standard 
prices. Furthermore, it offers a standard 30% discount on nearly all watches. There 
are two reasons for using such a policy. Firstly, there are the bargaining habits of 
customers derived from buying their watches traditionally. In order to prevent the 
customers from demanding discounts, the 30% discount is given initially. This will 
give the customers a perception that the watches have already been discounted, and so 
they do not demand any further discount. Secondly, a customer may also get a 
perception that the price is competitive. 
There is an allowance of an extra price discount in addition to the standard 
30%. Such extra discount is different for different brands, the maximum limit ranges 
from 2% to 5%. A shop manager has a certain amount of allowance on extra 
、：discount each month. He is allowed to give extra discounts depending on the 
situation. This method gives more room for shop managers in dealing with tough 
customers who demand more discounts, especially in big deals. 
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Distribution 
T here are a total of sixty-four outlets distributed among the major shopping 
areas of Hong Kong. The core distribution strategy of City Chain is to build up a 
network of outlets at the prime shopping locations. There are twenty outlets (one 
third of the total outlets) located in the tourist or prime shopping areas, such as 
Tsimshatsui, Central, and Causeway Bay. The others are distributed in the local 
shopping areas, such as Mongkok and New Town Plaza. 
In the past, City Chain was not willing to enter the new towns, because it had 
experienced some failures in these areas as the customers did not accept its image. 
However, with the successM experience of Optical 88 in the new towns, it has started 
to establish its outlets in the shopping centers of the new towns from 1990. 
This expansion strategy to the new towns was also caused by the market 
saturation in the urban areas. The density of outlets in the 础an areas is so high that 
one outlet may be within a five minute walk of another. Besides, the market potential 
of the new towns is increasing rapidly with the new towns' rapid development For 
example，the potat ion of Shatin, a newly developed town, has increased from tens 
of thousands ofpeople at the beginning of 1980 to more than three hundred thousand 
people today. A lot of people have moved from the downtown areas, and changed the 
society structure of the new towns. People have become more likely to shop at the 
� � a d j a c e n t shopping areas, and they have more confidence to shop at the chain stores 
there, for they are more familiar with them. 
Location selection is the most important part of City Chain's marketing 
strategies. The location of a shop not only affects its own profitability，but also the 
whole image of the company. Therefore, in the selection process of a shop location, 
* \ 
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image plays a critical role. A new shop may be opened, even the sales forecast only 
shows break-even, if it is crucial for the company to establish a good image. 
Promotion 
City Chain uses various kinds of advertising media to penetrate its target 
market，such as TV, print, buses, etc. It spends an enormous amount of money in its 
advertising campaign every year. In the past, most of the advertisements of City 
Chain were used to build up the company image. Recently, they have changed to 
being more merchandise-oriented. This is because City Chain thinks that its image 
has been well-established already. 
The most famous advertising campaign was "Shanghai 1937". City Chain used 
the most popular movie actress in Hong Kong, Anita Mui, to be the star of the 
advertisement. This advertising campaign was so extremely s j j ^ l that the 
Chinese slogan of this advertisement, 編 队 ， 
彳 噚 瀲 制 “ b e c a m e a popular proverb in Hong Kong culture. 
Although this advertising campaign ended more than four years ago, the slogan is still 
used in the daily conversations of Hong Kong people. The meaning of this slogan is 
"Do not mind whether love can last forever or not, only care about whether I have it 
or not". 
�� Appendix C shows the second version of "Shanghai 1937", which was 
performed by another actor in Hong Kong, Mr. Wong Kit. This commercial showed 
the love of the actor towards his lover. The story began on a snowy day, the actor 
walked alone in the forest. He remembered that he had given a Solvil et Titus (with a 
proverb "as long as the sky and as old as the earth") to his lover. Hien, he recalled 
how he first met his lover and the happy events with her. Finally, he felt sad because 
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he was forced by the Second World War to leave his lover. The main theme of this 
commercial was that Solvil et Titus was an evidence of etemallove. 
City Chain was the fIrst chain store in Hong Kong to use instore video to 
promote the company and its merchandise. The instore video is displayed on the 
mini-TV in the store repeatedly. Some popular music videos are edited in between 
each advertisement, so as to make it more interesting. A shop manager said that some 
customers might stand in front of the TV for several minutes to watch the music 
video. 
Since the acquisition of Optical 88 by Stelux, City Chain and Optical 88 have 
arranged several joint sales promotion activities. For example, a customer who shops 
in City Chain can get a discount coupon for shopping in Optical 88, and vice versa. 
Personnel 




Figure 1 Salesforce Strncture of City Chain's Shops 
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Figure 1 shows the salesforce structure of City Chain's outlets. The entry 
level is the counter salesperson. A newcomer will be given one week of training on 
product knowledge and selling skills. On-the-job training will be provided after this 
training program. There are also different training programs for each level of 
salesforce regularly, so as to ensure that they have a stable performance. 
The normal working day of the salesforce is nine hours. The salary of a 
salesperson is composed of basic salary, commission and overtime allowances. There 
are two different compensation schemes for the shop manager and the rest of the 
salespersons respectively. The salary scheme of a shop manager is shown as follows: 
Brand Categories Commission (%) 
House Brand 1 % of total sales turnover 
Agency Brand . 1 % of total sales turnover 
Foreign Brand 0.5% of total sales turnover 
No Overtime Allowances 
Monthly Basic Salary: HK$4,500 - $6,000 
Table 1 Compensation Scheme of Shop lvfunuger 
City Chain uses a common commission scheme for the rest of the salesforce, 
and it is named "Star Grade System"-. Different levels of salespersons are assigned 
different grades or weights for the distribution of commissions. The details are 
shown as follows: 
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Level Star Grade Sharing Rate 
Supervisor 4 1.75 
Senior Salesperson 3 1.50 
Counter Salesperson 2 , 1.25 
Counter Salesperson 1 1.00 
Table 2 Star Grade System 
Brand Categories Commission (%) 
House Brand 2 % of total sales turnover 
Agency Brand 1 % of total sales turnover 
Foreign Brand 0.5% of total sales turnover 
Overtime Allowances 
MontrJy Basic Salary: HK$3,OOO - $5,000 
Table 3 Compensation Scheme of Supervisors and Salespersons 
F or example, if a shop has every level of salesperson (one supervisor, one 
senior salesperson, two counter salespersons), the sales turnover is HK$l ,000,000 and 
the average commission rate is 1 %. The commission of the shop manager will be 
$10,000 ($1,000,000 x 1%) and the commission of the supervisor will be $3,182 
($1,000,000 x 1 % x 1.75/[1.75+1.5+-1.25+1.0]). 
The use of this common commission system is to avoid competition in a shop 
between salespersons, so as to enhance the . group cohesiveness of each shop. The 
commission of the shop manager is based on the total sales turnover of the shop. This 
can avoid the perception of his subordinates that the shop manager is taking the profit 
from them, and so makes it easier for him to control his shop. 
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Presentation 
The heavy emphasis on image is one of the many success factors of City 
Chain. Decoration and displays serve an important role in establishing a suitable 
image to customers. As mentioned above, top management plays a lot of attention to 
the interior design of each outlet. There are several considerations in the decision of 
the interior design: the efficient use of space, the visibility of the shop and the 
merchandise, the expected traffic flow within the shop, the attractiveness of the shop, 
the decoration cost and the expected feeling of the customers. All these factors are 
combined to attain the expected sales objective of the shop. 
The major material used in decoration is wood and metal. The metal used is 
not the usual one that we use in our home decoration. It is called oven-baked paint 
metal. Since this material is not common and the design of each shop is so 
innovative, the style of City Chain is very distinctive among all the other chain stores 
in Hong Kong. In order to maintain a consistent image, all the shops use the same 
kind of color tones and display units. 
City Chain places a lot of emphasis on the display of watches. It'has invented 
a new kind of display unit, which is called E.T.. Such a display unit is composed of 
three cubes (18"xl8"xl8") and these three cubes are placed vertically on top of each 
other. Each cube can be pivoted freely, so that the customer can turn it by himself 
and increase his interest during the shopping process. 
It is not surprising to notice that other display units within the shops are not 
traditional either. They may be in the shape of a square, a rectangle, a hexagon, 
parallelogram, a triangle, or a capsule. Some may look like a wall with different 
shapes of display windows. Appendix F shows the instore layout of City Chain. 
\ 
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In fact, the decorations may have minor variations from shop to shop, in order 
to meet the conswner behavior and the environment of each district. This variation 
comes from the different combination of the specific color tones and various kinds of 
display units. In the past, red, gray and black have been the main color tones of 
decorations. Today, it has been changed to use more pastel colors to make the shop 
atmosphere "waimer". This is because it is now felt that the past decoration style was 
too "cold" and the customers might feel uneasy when they were in the shop. 
Personality 
City Chain wants to establish an innovative image in the mind of customers. 
Therefore, all the elements of the marketing mix \vere changed to build up this image. 
This innovative image is consistent with being a watch retailer. This is because a 
watch is a technical product, and a "modern" product (in addition to being 
traditional) and so an innovative L~age may help City Chain to build up the 
confidence of the customers. Furthermore, this image gives the customers a 
perception that there are a lot of new models and a good assortment of watches in 
City Chain. 
The image of City Chain is gradually shifting. In the past, the uniform of its 
salespersons was a red and yellow jwnpsuit. It is interesting to notice that there had 
been three colors -- black, red and yellow -- at the beginning. The sales performance 
on days when salespersons wore the black uniforms was significantly worse than 
when they were wearing the red and yellow uniforms. Thus, City Chain decided only 
to use red and yellow for uniforms. 
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The uniform changed to white shirts and trousers or skirts in 1992. This is 
because the increase in purchasing power of Hong Kong people in recent years has 
led to customers demanding a higher standard of service. It is held that the red and 
yellow uniform gave an image that was more "casual" and less "serious" then City 
Chain now likes. 
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CHAPTER V 
OPTICAL 88 LIMITED 
In 1988，there was a tremendous change in the field of optical retailing. Three 
famous chain stores were acquired by different large groups. Dickson acquired Hong 
Kong Optical, Stelux acquired Optical 88，and Jardine acquired The Optical Shop. 
After these acquisitions, all the three chain stores changed their marketing strategies. 
At that time, many people, especially those in the industry, predicted that the future of 
the optical market would be dominated by these chain stores, and The Optical Shop 
would stay as the market leader with the huge financial support of Jardine. 
Initially, all these three chain stores planned to expand aggressively. The 
Optical Shop faced head-on competition, especially from Hong Kong Optical 
because their target markets were quite similar. However, by the end of 1989，Hong 
Kong Optical stopped their expansion and adopted a harvesting strategy. It was clear 
that the objective of Dickson was to liquidate the valuable fixed assets of Hong Kong 
Optical, instead of improving its management. It sounded like good news for The 
Optical Shop, because they could then concentrate its effort against the other 
competitor, Optical 88. Nevertheless, the performance ofThe Optical Shop was quite 
disappointing for it has lost its leadership role since 1990. Today, Optical 88 is the 




Stage 1 ( April 79 - May 84) 
Optical 88 Limited has been established for more than ten years. It was fIrst 
established in a new town, Tuen Mun, under the name Yat Cheong Optical. It was 
founded by Mr. Alex Wong (not the same as Stelux's Wong family) with a limited 
amount of capital. 
Although Mr. Alex Wong was the managing director of Optical 88, he did 
not make decisions autocratically_ He used a participative management approach and 
all the top managers had their chance to offer their input. He preferred to persuade 
his subordinates, rather than force them to oblige. He also believed in the concept of 
"management by walking around" . He liked to have direct contact with the 
employees and even the customers. I have been a subordinate of Mr. Alex Wong and 
found that he was an ambitious man with a great field of vision. 
The reasons for starting the business in the new town areas were to avoid 
direct competition in the prime shopping areas, and to cultivate the expanding market 
potential of these growing areas. 
At that time, the pricing strategy of the optical retailers was to mark up the 
prices very high and allow price bargaining with customers. However, Optical 88 
used a price competition strategy and . marked up the price with a lower margin. 
Although price bargaining was still allowed, the bargaining process became shorter. 
The customers began to think that the pricing of Optical 88 was quite fair, compared 
with its competitors. The reputation of Optical 88 began to build up by word-of-
mouth atT~en Mun and the adjacent area, Yuen Long. 
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Stage 2 ( May 84 - April 86) 
Optical 88 was again quite successful in its outlet at Wo Che Estates, which 
was a public residential area at Shatin, a fifteen minute walk from the New Town 
Plaza. In May 1984，it opened a new outlet at New Town Plaza. This was the first 
shop under the name of Optical 88. From that time on, all outlets which were under 
t h e name Yat Cheong Optical were gradually changed to Optical 88. There were two 
reasons for using the name Optical 88. Firstly, it was distinct from other competitors, 
for it was the first optical shop to use a number as its name. Secondly, eighty-eight 
has the special meaning of prosperity in Chinese. 
N e w Town Plaza was a very innovative concept at that time. This was the 
first large "suburban" shopping center in Hong Kong, and it was in a newly developed 
satellite town. At that time, there were many people who thought that this concept 
w a s too risky, since the population of Shatin was too small to support such a center 
and the inyestment was too large. Even Sun Hung Kai Properties Limited, the 
developer, did not have great confidence in this project until the completion of the 
first phase There were three phases of this project, and the first phase was a shopping 
mall that was completed in 1984. 
To the surprise to many people, New Town Plaza turned out to be a great 
success. The traffic flow through this plaza continuously increased with the 
� � d e v e l o p m e n t of Shatin new town. The other success factor was the presence of an 
anchor store, Yaohan Department Store. Mr. K.M. Chan, director of Sun Hung Kai 
properties Limited and founder of New Town Plaza said, "at that time, I personally 
visited Japan and invited many famous Japanese department stores to open a shop in 
New Town Plaza； However, none of them was interested except Yaohan, 
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The sales performance of Optical 88 was getting better and better, especially 
the one in New Town Plaza,, Optical 88 still used its sales promotion and competitive 
pricing strategies. The most popular sales promotion was "buy one get one free". 
The average monthly sales turnover at New Town Plaza outlet (about 1,200 square 
feet) was more than HK$800，000 by 1988. This shop has been the highest sales 
turnover outlet in the whole market since 1988. 
Stage 3 ( 8 6 - Oct. 88 ) 
By the end of stage 2，Optical 88 had built up its confidence for further 
expansion because of its success in new town areas. It started planning to develop in 
the urban areas from early 1986. The first shop opened in the urban areas was in 
Mongkok, a traditional local shopping area. This expansion generated a great deal of 
discussion in the top management of Optical 88. Finally, top management believed 
that it was necessary to c o m p e t e head-on with other optical retailers, since the 
business development in the new town areas was limited and slow. 
In the past, marketing strategies were not well formulated became Hie 
company's scale of operations was still small. Its marketing strategies were reactive. 
This approach was applicable when the scale was not too large. However, with the 
development of the business, it became infeasible to do so. Therefore, Optical 88 
began to shape its marketing strategies at this stage. 
Optical 88 still used sales promotions and competitive pricing strategies to 
increase its market share. Its target market was lower-middle and middle income 
groups, who were more price-conscious. It wanted to build up a "no-frills" image in 
the market. Thus, the decoration and the internal displays were designed to make the 
atmosphere busy and casual. 
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These marketing strategies were very successftil. By the end of this stage, 
Optical 88 operated 16 outlets and became the market leader in terms of quantity of 
sales. 
Stage4 (Oct 88-Now) 
Although Optical 88 performed very well at that moment, it was found that 
future expansion was restricted by lack of fund, Furthermore, top management 
noticed that the future trend of the retailing market would be dominated by the chain 
s t o r e s . Therefore, Alex Wong sold BQo/o of Optical 88's shares to Stelux in October 
1988 for HK$40 million. 
After the acquisition by Stelux, Optical 88 was able to draw upon the 
marketing experience of City Chain and had the financial support of Stelux. It 
expanded its outlets from 17 to 50 outlets within 18 months and greatly surprised the 
m a l k e t , especially H,e Optical Shop. Furthermore, Optical 88 was continuously 
upgrading its image because of the changes in consumer purchasing power had led to 
customers demanding a higher standard of services, and so their behavior changed. 
The Optical Shop —加 t i c e d such change in ccmsumer behavior and it 
downgraded its image to make it more casual. mitiaUy，- i m p — e w M 
� b e a fiercer competition between Optical 88 and 彻 Optical Shop. However, The 
Optical Shop faced an image conflict problem and internal personnel problems, 
wherein a lot of senior management left after the acquisition by Jardine. Thus, its 
sales performance became poorer. 
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Optical 88 丨is now the market leader of the optical retailing industry in Hong 
Kong, with fifty-six outlets in Hong Kong, one in Macau and one in China, totally 
fifty-eight outlets. In 1993，Optical 88 will increase to eight outlets in China. 
rnrrent Marketing Strategies 
Target Market 
The target market of Optical 88 has changed from the lower-middle and 
middle income group to the middle and upper-middle income group. This upgrading 
of target market was carried out by redefining the image of Optical 88. This change 
cost Optical 88 part of its low-end market share, especially during the transition stage. 
Thus, the marketing strategies have been re-formulated to aim at the new market 
without shrinking the total market share since 1989. 
Competitors 
Optical 88 faces competition from two directions. At the upper end, there are 
Hong Kong Optical and The Optical Shop; and in the middle market, there are such 
competitors as Optical Centre, Ming's Optical and Optical 68. 
Hong Kong Optical was established in 1951 and became a public listed 
company in 1972.； At that time, it was the most popular optical retailer. However, 
the management style of Hong Kong Optical was so conservative that its market 
leader position was taken by The Optical Shop in the eighties. 
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The founder of The Optical Shop was Jimmy Chan. He established the first 
shop at the beginning of the seventies. After ten years of gradual expansion, it 
became the market leader of the industry, especially in the high-end market. By the 
end of 1988，it had about 50 shops that were mainly located in the prime shopping 
areas, such as Tsimshatshui and Central. The Optical Shop positioned itself as a 
professional and high quality retailer. The average price of its products was at least 
30o/o higher than the market price. Its marketing strategy was very successful for the 
competition was very poor at that time. 
However, since 1989, The Optical Shop has been facing the pressure from 
Optical 88 and it has been losing share to Optical 88 gradually. This was because The 
Optical Shop faced an image conflict problem and internal personnel problems. 
Furthermore, The Optical Shop underestimated the power of Optical 88，and so 
provided the latter with an opportunity to change the "game plan" of the whole 
industry. 
Optical Centre, Ming's Optical and Optical 68 are small chain stores 




Before the acquisition by Stelux, Optical 88 purchased all its merchandise, 
such as frames, lens, contact lens, and contact lens solutions, from wholesalers or 
local manufacturers.^ It seldom ordered directly from overseas manufacturers or 
requested local manufacturers to produce any specific designs. This was because the 
inventory turnover was not large enough to attain the minimum quantity of 
production. 
Since 1988，Optical 88 has been undergoing a rapid expansion, and so the 
inventory turnover has increased. Thus, it can now order any design directly from 
overseas and bcal manufacturers. Furthermore, since Stelux was the sole agency of 
many watch brands, it granted Optical 88 the rights to produce and to sell the frames 
under these brand names within the Southeast Asia region. These brand names 
include Cyma, Michel Benedick, Solvil et Titus, Smash!, etc. It has imported its own 
contact lenses under the name Precise from Allegan (one of the U.S. contact lens 
manufacturers) and regular lenses under the name Master-lux since 1991. Thus, the 
gross margin is increased. 
Another decisive step to enhance quality was the centralization of its lens 
edging department (lens edging means cutting the original lens in a shape which can 
be fitted in the frame) . In the past, all the lens edging was done in the regional lens 
� e d g i n g departments. After the acquisition, all these departments were centralized at 
the headquarters and a few regional lens edging departments were maintained in a 
smaller scale to handle urgent deliveries only. Therefore, it became easier for Optical 
88 to control the quality of the products. 
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Price 
Optical 88 adopts the same standard pricing and no bargaining strategies of 
City Chain. These strategies are quite unique in the market, since other competitors 
still use a high markup and price bargaining pricing policy. Optical 88 gives 30% 
standard discounts from the list prices of all the frames and 20% discounts on all the 
lenses. This method is used to prevent unnecessary price bargaining and makes the 
customers feel that the price is fair. 
However, most customers are used to price bargaining in buying their glasses. 
This tradition is even more serious than that of watches. Therefore, there are some 
allowances for the shop managers during the price negotiation. The shop manager is 
allowed to give an extra 10% discount, provided that the purchase amount is large or 
the customer is an old customer. 
One common selling skill in the industry is to recommend some expensive 
products to a customer, even though he may not need them or there are some other 
cheaper substitutes. The customer may not know that he has bought a more 
expensive or unnecessary product. This is because there is a general perception that 
the salesperson has better technical knowledge than the customer. Thus, if the 
salesperson uses some technical terms to persuade the customer or exaggerates the 
product benefits, the customer will usually be convinced. 
In order to prevent this situation, Optical 88 imposes an average price per 
sales order to each outlet. This average price is calculated by dividing the total sales 
amount by the total number of sales order of the shop. A shop manager should 
monitor the average price closely. This average price is determined jointly by the top 
management and the shop manager monthly. The objective of this average price is to 
* \ 
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prevent salesman from selling an expensive product too often, so as to just boost his 
sales eommission. 
Distribution 
The evolution of Optical 88's distribution strategy is opposite to that of City 
Chain. Optical 88 was firstly developed in the new towns and then expanded to the 
urban areas. Before 1988，more than half of the shops were located in the new towns 
and only two shops were located in the local shopping areas. 
If 1987 and 1988 was the "Era of City Chain", then 1989 and 1990 was the 
"Era of Optical 88", Optical 88 has experienced a rapid expansion since 1989. It has 
opened more than 30 new shops within 18 months. The peak of rapid expansion was 
in mid-1989: three new shops opened within a month. The focus of the distribution 
strategy was shifted from the new towns and residential areas to the prime shopping 
areas. Other than the traditional residential areas, such as public housing estate, it has 
been penetrating into many local shopping areas since 1988. Many districts with 
similar population mix as the residential areas also had its outlets, such as Tsuen Wan. 
The focus is not just on local customers, but also on the tourist market, such as 
Tsimshatshui and Central. 
After the event of Tienanman Square on 4th June 1989，a lot of retailers halted 
their expansion and became pessimistic as they faced a sharp decline in their business, 
especially those serving the high end market Surprisingly, the sales turnover of 
Optical 88 made a record high in that month, and was continuously increasing during 
the following months；. This performance further reinforced top management's beHef 
in the expansion strategy, and this made Optical 88 stand out from the competitors. 
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In order to consolidate its position as market leader in this industry, it has 
located three outlets in New Town Plaza, Mongkok and J o r d a n respectively. These 
three stores are the flagships of Optical 88，as they accounted for about 20% of total 
sales of the company. 
As mentioned previously, the outlet in New Town Plaza is the largest optical 
s h 0 p in Hong Kong in terms of sales. The monthly sales turnover in the summer of 
1992 was HKS1.8 million. It means that daily sales were HK$60，000 and hourly 
sales HK$5,000 (for twelve working hours per day). If the average sales price per 
o r der was HKS450 (the actual average sales price per order at this outlet is similar), 
then the number of units sold per hour was about twelve, or one pair of glasses every 
five minutes! 
The other shop at Mongkok is the largest optical shop in Hong Kong in terms 
of size, the total area is more than 2,500 square feet and occupies two floors. The one 
at Jordan is the shop that carries the biggest variety of famous brands, and the 
decoration of this shop is the most splendid. 
Promotion 
Sales promotion was the major promotion method of Optical 88 for a long 
time. This was because Optical 88 used competitive pricing strategy to establish its 
market position in the past. It organized a lot of joint sales promotion activities with 
different kinds of profit or non-profit organizations, such as the labor unions of 
Kowloon Motor Bus and Hong Kong Government. One of the objectives of this was 
to create market awareness. 
36 
However, as the number of this kind of sales p r o m o t i o n s increased, the 
reputation or image of the company deteriorated. Since the special discounts were 
too easy to obtain, a customer might not treat it so valuable and the sincerity of 
offering these discounts was lost. Furthermore, with the increase of joint sales 
promotions, the company became less selective of the joint promotion companies and 
so their images might not be compatible with Optical 88's image. 
Therefore, Optical 88 has become more selective in choosing their joint 
promotion p a r t n e r s today, and nowadays it only chooses large and reputable 
companies. These include City Chain, Puma, American Express, Citibank, Chase 
Manhattan Bank, Mass Transit Railway, Kowloon-Canton Railway, and some large 
shopping centers. 
Mass media advertising has been an important marketing tool since the 
acquisition. Optical 88 has launched three advertising campaigns. In 1989，it 
launched its first advertising campaign on TV. This was yery successM because it 
employed a famous comedy movie star, Mr. Chow Sing Che, to act as a celebrity. 
This created a lot of 'word of mouth' and the market awareness increased sharply. 
The second advertising campaign was "Stand by Me" in 1990. This campaign 
used a famous song "Stand by Me" as the jingle. The objectives of these two 
campaigns were to create the market awareness of Optical 88 and to promote the 
� i m a g e that "Optical 88 has plenty of assortments of frames and they are suitable for 
different kinds of people." 
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Appendix E shows this "Stand by Me" commercial. The first shot shows a 
young man standing in the road, and he sees an old man wearing the same kind of 
sunglasses as himself. The second shot was an old couple (one had myopia and 
another had hyperopia) reading the same newspaper. The third shot was a beautiful 
lady who felt very satisfactory after wearing a contact lens. The fourth shot was a kid 
playing his violin who opened his eyes wide to concentrate on his music book. Then, 
the shot went back to the previous young and old man. Afterwards, the eye test 
machine and eye test process was shown. The shot then went back to the kid and 
showed his cute appearance. Finally, the young man changed sunglasses and was. 
staring at the old man proudly. At the end of this commercial, the slogan "Optical 88, 
has professional idea, can make you see the things clearer and look more beautiM". 
The other successM campaign was "The Kid"，which was currently launched 
(Appendix F). Different from the previous two, this commercial was a story type. 
The story described how a kid was very upset by his eyesight problem. This was 
because he could not see his friends, the sky, the cloud and even his father clearly. 
However, after he went to Optical 88，he could see all the things clearly and he 
became very happy. This commercial was ranked number eight in the top ten TV 
recall in Media magazine 仏 Sept.，92) to the period 21-28 AugusU992: 
38 
Personnel 
J™"" 8 ™ 9 1 """ 1 ™ 8 " 1 丨 
1 Shop Manager 
flpBBIHHHyBHBH I Optometrist 
I Senior Salesmar 
I Junior Salesman 
Figure 2 Salesforce Structure of Optical 88's Shops 
All the junior salespersons are required to participate in a 4-day training 
exercise： It is not offered on four consecutive days. After each day of classroom 
training, the salesperson will go back to the shop and will be coached by the shop 
manager or supervisor. When a salesperson is promoted to a higher level, he will 
attend other training programs. Since the technical knowledge is very important, the 
shop managers will also have some training programs to refresh their knowledge and 
to provide further information on technological advancements in the merchandise. 
The compensation system of the salesforce is composed of basic salary, 
commission, and overtime allowances. The commission scheme is a combination of 
both single and common commission methods. 
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The compensation scheme of shop managers is shown in the following table. 
The monthly basic salaries and the commission rates of the shop managers differ in 
different outlets. 
Monthly Basin Aalary $6，000 - $8’000 
Commission 0.7%-2.0% of total sales turnover . 
Overtime Allowances 
Table 4 Compensation Scheme of Optical 88's Shop Manager 
. For the supervisors and salespersons, they follow another compensation 
i 
scheme as follows: 
- T -
Monthiv Basic Salary $4,000 - $6,500__ — _ _ _ _ _ _ _ 
commission [ 2 % - 3 % of personal sales amount 
Various Commission of House Brands Products—— — 
Monthiv Sales Target Bonus 
Overtime Allowances ^ 
Table 5 Compensation Scheme of Optical 88's Supervisors and Salespersons 
In order to prevent unnecessary competition among the salespersons, there is a 
code system for the salesperson. A salesperson who has half code will have half a 
chance to approach the customers.. For example, say there are one M l code 
� s a l e s p e r s o n and one half code salesperson. If there are three customers, the full code 
salesperson can approach two of them, while the half code salesperson can only 
approach one. 
The monthly salary of an optometrist is about $10,000 with no commission 
but with overtime allowances. 
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Presentation 
One of the greatest changes of Optical 88 that can be easily observed by 
customers is the decoration of the shops. After the acquisition, Optical 88 gradually 
changed the decoration of its outlets. It is now using the same material as City Chain. 
Furthermore, it borrows some designs of City Chain's display units and the concept of 
decoration. For example, there are some small instore TV sets that play music videos 
and TV commercials for Optical 88，and this is a new concept in an optical shop's 
decoration. Appendix G shows the instore layout of Optical 88. 
Optical 88 believes that decoration should be consistent with the environment 
and the consumer behavior of each specific maiket. Therefore, there are slight 
differences among the decoration in different shops, but, no matter the difference, the 
decorations must carry the same characteristics, such as color tones, similar display 
units and materials used. 
Personality 
The image of Optical 88 has changed from "no frills and many varieties" to a 
"high standard, many varieties and casual" image in several years. This change was 
caused by the change in target market. In order to create the new image, many 
marketing tools have been utilized. Firstly, Optical 88 has entered many new markets 
that have a better image, such as Tsimshatsui, Central and Pacific Place. This 
increases the customer's confidence in the company and improves the image of the 
company. 
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Secondly, Optical 88 changed the concept of designing the shops and the 
display units. The objective is to build up an easy and modern atmosphere by using 
m o r e gray mirrors and more comfortable color tones. Gray mirrors are used to 
increase the depth of vision of the shops, so that customers feel that the shop is larger 
and more comfortable. The main color tones of Optical 88 are white, yellow, and 
blue. It mainly uses white color as the base color to create a tidy and professional 
image. 
Thirdly, the introduction of mass advertising has greatly enhanced the image 
of Optical 88. This can be illustrated by the two advertisements of "Stand by Me" 





Based on the above studies, a consumer research study was conducted to see 
how City Chain and Optical 88 stand with consumers, especially in the area of store 
image. Since they cannot evaluate a shop thoroughly before actually entering it and 
possibly make some purchases, it is important to build up a constructive perception 
(i.e. a good image) in the mind of consumers. It is to this and other issues that this 
study is addressed. 
Methodology 
In order to have a better understanding of people's attitudes towards City 
Chain and Optical 88, a consumer survey was designed. The questionnaire was 
initially designed in English and then was translated into Chinese. Three persons 
were responsible for the translation process, so as to avoid translation problems, such 
as grammatical mistakes. 
The questibmiaire was divided into three sections: City Chain, Optical 88 and 
Demographics. The respondents were asked about their perception of several 
� � a t t r i b u t e s (Qn. 2.a. - 2.n. and Qn. 9.a. - 9.n.) of City Chain and Optical 88. 
Furthermore, the reasons of "go" or "not go" to these two stores were asked (Qn. 5， 
Qn. 6，Qn. 12 and Qri. 13). The questionnaire is shown in Appendix H in both the 
Chinese version (used in the study), and the English version. 
The attributes used in the questionnaires were based on four informal focus 
group discussions with a total of eighteen people from different fields. These fields 
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include four people from accounting, two from advertising, three from product 
marketing, three from banking，and six students. T h e s e focus group discussions were 
h e ld between September and November, 1992 at a restaurant and on The Chinese 
University campus. The respondents were asked to name the attributes that they 
might used to describe a store and the reasons they shopped at a particular store. The 
name of City Chain and Optical 88 were not mentioned, so as to prevent the 
respondents from thiitoig too specifically and missing other attributes. Results were 
grouped and used for lists in the questionnaire study. The attributes drawn from the 
focus groups are as follows: 
.. "1 
1 • Quality of merchandise 
2. Helpfulness of salesmen 




6. Reputation of the store 
7. Assortment of merchandise 
3. Appearance of salesmen 
9. Displays and layouts 
10. After-sales services 
11. Product knowledge of salesmen 
12. Class of customers shopping there 
13 • My friends' recommendation 
14. My relatives' recommendation 
15 . Confidence in the store 
16. Cleanliness of store 
17. Store atmosphere •• 
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The quantitative work was conducted between the beginning of January and 
the middle of February, 1993. A self-administered sampling method was used. The 
survey was conducted by three administrators, and respondents were required to 
answer the questionnaire by themselves. If the respondent had any questions, he 
C0Uld ask the administrators directly. Data was collected from some evening schools, 
social centers, and offices. 
A total of 125 questionnaires were completed, of which 117 were retained 
after screening and editing. 
F r e q u e n c y counting and t-tests were used to understand the basic relationships 
between the attributes and demographics. Factor analysis was used to examine the 
relationships between attributes. The significance level used in this research is 5% 
(a = 0.05). 
The results of Qn. 5, Qn. 6，Qn. 12 and Qn. 13 were calculated by adding up 
the multiples of the importance on the reasons chosen with the number of respondents 
thn,e reasons. That means the greater the importance of the reason, and 
the more the r e s p o n d e n t s chose this, the higher the sum value. Respondents were 
asked to answer these questions by ranking the top three m o s t important reasons. The 
"Most important" was given 1 point, the "Second most" 2 points and the ”Third most" 
1 point In the analysis, these scales were recoded: "Most important" was transposed 
� f r o m 1 point to 3 points, "Second most" was not changed (from 2 points to 2 points), 
-Third most" from 3 points to 1 point. If 20 respondents said "Most important", 15 
said "Second most" and 4 said "Third most", the Sum Value would be 




The following tables show the demographics of the total sample; the 
demographics of City Chain "Shoppers" and "Non-shoppers"; and the demographics 
of Optical 88 "Shoppers" and "Non-shoppers", 
Demographics of Total Sample 
" 7 Z ~ J Numbers Percentage (%) 
^ � \5 13 
15 -19 
2 0 - 2 4 
27 
2 5 - 2 9 
3 0 - 4 9 � ••…7 
Age Distribution 
Numbers I Percentage (%) 
Z 21 
<3，0Q0 — 
, 0 0 0 - 5 , 9 9 9 1 8 — 
6,000-8,999 5 0 _ — 
9,000- 11,999 l l — — 
12,000- 14,999 4 — 
^ n n n . 17^QQ 1 
、 、 華 激 糖 纖 ， 颜 』 
Income Distribution 
Note： of the total of 117 r e s p o n d e n t s , one d i d not give age, and five d i d not give 
income; hence, the difference in bases. 
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[Education Level Numbers Percentage (%) 
1F.1-F.5 5 2 — 
1 A7 41 
F.6 - F.7 4 7 — 
Education 




W o r k e r — — ~ ^ ~ I 
1
 G e r k
 ~ 1； ' 
Executives 
Others ； „ . . … … … ）， — — 等—^ w 等 ^ ^ ^ ^ ^ ^ ^ ^ 
Occupations 
F ^ " Numbers 1 Percentage (%) ~ 
— — 44 
Male 3 1 ‘ 
^ ^ ^ ^ ^ ^ 編 纖 叙 … … … 牛 
Sex Distribution 
Note： of the total of 117 respondents, two did not give education, and seven did not 
give occupation; hence, the difference in bases. 
\ 
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Demographics of City Chain "Shoppers" and "Non-shoppers" 
~ I No. of No. of Total % of group 
"Shoppers"* "Non- Sample who were 
shoppers"** "Shoppers" 
i s - i 9 1 1 
20-24 19 ( 53%) 1 9 58 ( 54%) 33 
25-29 “ 10 ( 28%) _17 27( 25%) 37 
Age 
r j ^ I No. o f ’物 n- Total % of group 
"Shoppers" shoppers" Sample who were 
"Shoppers" 
“ 10 ( 28%) ~ 6 
Sex 
N o t e ： of the total of 108 respondents who have bought watches in Hong Kong, one 
did not give age; hence, the difference in bases. 
* Shoppers: Respondents who bought a watch at City Chain; 
** Non- Shoppers: Respondents who did not buy a watch at City Chain. 
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r ^ T f ^ i NO. of -Non. T o t a l I group 
Income "Shoppers" shoppers" Sample ： 鄉 
"Shoppers" 
• 0 11 ( 31Q/0) 1 3 ^ ——-
i 2 _ -
16 ( 460/0) 
1 1 ( 1%) 0% 
Personal Income (Monthly) 
I Education I No. of I No. of "Non-I Total 1% of group 
"Shoppers" shoppers" Sample who were 
"Shoppers" 
Note： of the total of 108 respondents who have bought watches in Hong Kong, five 
did not give income and two did not give education; hence, the difference in bases. 
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Demographics of Optical 88 "Shoppers" and "Non-shoppers" 
[ n o ^ F I No. of iTotal |%of group 
"Shoppers"* "Non- Sample who were 
shoppers"** — ’丨 S h — e r s “ 
“ 2( 9%) 8 一 
1T7^4O/o) 33 ' ^ 6 3 % ) _ 2 0 % 
T T ^ 2 2( 3%) 0% 
^ ^ ^ 
Age 
f ^ I No. of "Non- Total | 
"Shoppers" shoppers" Sample who were 
"Shoppers" 
f ~ 4 4 ( 58%) 27% 
Sex 
� � N o t e : of the total of 76 respondents who have bought glasses or contact lens, one did 
not give age; hence, the difference in bases. 
* Shoppers: Respondents who bought a glasses at Optical 88; 
^Non-Shoppers: Respondents who did not bought a glasses at Optical 88. 
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r ^ S f l ^ T I N O . of "Non- I T o t a l 丨 
Income "Shoppers" shoppers" Sample w h o w e r e 
"Shoppers" 
^ ~ U ( 290/0) 
——-
“— 1 1 ( \%) 0% 
Personal Income (Monthly) 
I Education I No. of |No.of"Non- I Total — 
"Shoppers" shoppers" Sample who were 
"Shoppers" 
——: 2 ( 9°/) 4 6 ( 8%) 33% 
Education 
"v 
Note: of the total of 76 respondents who have bought glasses or contact lens, four did 




Research Iiyiplicatioiis and Recommendations 
City Chain 
Among the "Shoppers", most of them were female (72%), from 20 to 24 years 
old (53%), with education level from F.l to F.7 (89%), and had personal incomes 
between $6,000 and $8,999 (46%). It was found that the proportion of female in the 
-Shoppers" group was greater than that of total sample and the "Non-shoppers" group. 
The reason might be female are more likely to go out to shopping. Another 
difference was the proportion of smaller than $3,000 group of "Shoppers" was greater 
than that of total sample. This might be caused by the existence of relative low price 
watches in City Chain, such as Smash!. Low income customers would like to have a 
well-known watch at a relative low price. 
Number Percentage 
T / r
 i n 95% 
Know ill 
Do Not Know 6 . „ � . — : „ • • •叫2二徽 
Table 6: Qn. 1 • Do you know City Chain? 
— ‘ “ “ "“ 
N a m e s of Company Market S h a r e _ 
� City Chain . 3 3 % — 一 
Department Store — 
Kowloon Watch Co. 4°/o — 
Swiss Watch Co. 一 .• 3 % 
Others (hawkers, manufacturers, boutiques) 47% 
Table 7； Qn. 4 Where did you buy your watch last time? 
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95% of respondents knew City Chain (Table 6: Qn. 1) and 33% of them 
bought their watches there last time (Table 7: Qn. 4). It is noticed that City Chain 
was the market leader, if this survey was used as an estimate to the watch retailing 
market. 
1 Attributes Mean Value . 
f T ！ 1.956 
I Convenience ； 
Assortment of watches 2 , 0 3 5 
Overall image 2 2 1 2 
Helpfulness of salesmen 2 ' 2 8 9 
|T" 2.298 
I Decorations 
Quality of watches 
Displays and layouts 
I""“ 9 430 
Store atmosphere ： 
L ^ “ 2.464 
I Services —一 I 2 478 
I After-sales services ：_z : 
Appearance of salesmen ： ？ -r— 
Ease to find desired watches 2 , 5 7 0 
I Price ？.614 
I Product knowledge of salesmen 2 , 8 3 0 
Table 8 Qn. 2. What is your impression of City Chain? 
(Extremely Favorable 二 1, Favorable = 2, 
Unfavorable 二 3, Extremely Unfavorable 二 4) 
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About the impression of City Chain, the attribute of "product knowledge of 
salesmen'!, scored the lowest and "convenience" scored the highest (1.956). 
Since City Chain has more than sixty outlets in Hong Kong, it is quite understandable 
that the respondents would agree "City Chain is convenient". The poor perception of 
"product knowledge of salesmen" may be caused by the high turnover rate of 
salesmen. The mean value of various attributes are shown on Table 8 fgn. 2a.- 2n). 
No. of Response Sum 
Reasons 
of Importance: Value: * 
I 1 2 3 
5 9 11 56** 
A lot of choices — \ 
11 3 6 35 
City Chain is convenient A ‘""“ 
3 8 4 31 
Price is acceptable 
4 4 6 30 
Ease to find mv desired watches 
2 4 3 19 
_My friends/relatives ^ ^ ^ watches at City Cham 
I have confidence in City Chain 1 " " 
1 4 1 12 
I like the store atmosphere 
~ 1 1 2 2 11 
Quality is good T" “ 
2 2 1 9 
Good Services 
I think City Chain is a good place to buy a watch U ^ — — 
Sales people are helpful ~ 
Class of customs shopping at Citv Chain is similar to me 1 2 1 1 1 0 1 —J 
Table 9 Qn. 5 Why didyou buy a watch at City Chain? "Shoppers" 
(Most Important = 3，Next Important = 2’ Least Important = 1) 
* Sum Value = Z(Importance x No. of Response) 




For the "Shoppers", among the reasons for shopping at City Chain, the highest 
values were "a lot of choices" (sum = 56) and "City Chain is convenient" (sum = 35) 
and the lowest value were "salespeople are not helpM" (sum-5) and "class of 
customers shopping at City Chain is not similar to me" (sum^4) (Table 9: Qn. 5). 
These characteristics showed that these "Shoppers" value convenience. They bought 
at city Chain because they felt that the stores were convenient and satisfied with the 
existing assortment of watches. 
This suggests that "Shoppers" may really only need to take their own counsel: 
choices, convenience, and price. They are not much involved with the sales people or 
the other customers. This may be caused by the store design of City Chain, for the 
customers can browse around freely, and usually they need not to have complicated 
technical knowledge during their shopping processes. In addition, there is a trend 
that people regard watches today as fashion, rather than durable goods. Thus, they 
would buy a watch when they liked it and would not care about other services. This 
provided a proof to the success of City Chain's marketing strategies, which are 
discussed above, that it has altered the whole structure of this watch retailing industry 
cm 4 cintpH tV»e. rhanpinff consumer behavior. 
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I R e a s o n s “ _ “ I No. of Response of Sum Value* : 
Importance: I 
m ^ r r i J 
Hard to find my desired watches 1 0 ~ ~ — — 
\ 6 12 19 87 I I Price is not acceptable 1 
I think City Chain is not a good place 1 2 1 5 5 5 
to buy watches L -| -J | 
' \ \ ” 3 14 7 1 52 1 
Few Choice Y 
I do not have confidence in City Chain _ _ 1 _ _ - _ L — — 
My friends/relatives do not buy 9 2 6 3 1 
watches at City Chain —| ：— "1 
Class of customers shopping at City 1 0 5 3 
Chain is not similar to me 
I 4 5 4 26 
Quality is not good _J -4 -— H 
I do not like the store atmosphere ？ ~ - ~ I — 
City Chain is not convenient to me ？ — — _ - ~ | 
. 4 4 3 21 
Poor services — 
t 5 i 2 13 
Sales People are not helpful J 
Table 10 Qn. 6 Why didn'tyou buy a watch at City Chain? "Non-Shoppers" 
(Most Important = 5, Next Important = 2, Least Important = 1) 
* Sum Value = Z(Importance x No. of Response) 
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Most of "Non-shoppers" thought that "it is not easy to find a desired watch in 
City Chain"�wm = 97) and "price is not acceptable" (sum = 87) (Table 10: Qn. 6). 
"Non-shoppers" were more demanding than ."Shoppers" for they could not find their 
desired watches. The reason might be City Chain mainly pushes its "house brand" 
and "agency brand" watches. Furthermore, the upgrading of City Chain's image 
might give a high price image to the customers. 
Number Percentage (%) 
Yes -- "Old Customer" 24 4 1 
No -- "Never-Shoppers" 35 � 5 9 例 
Table 11 Qn. 6a Have you ever bought a watch at City Chain? 
41% of "Non-shoppers" were "Old customers" and 59% of them were "Never 
shoppers" (Table 11: Qn. 6a). When I compared the impressions of attributes 
between the "Shoppers" and the "Non-shoppers", I found that there were significant 
differences on the following attributes: quality of watches (t 二 -2.47), ease of finding 
desired watches (t = -5.(52；, prices (t 二 -2.34), and overall image (t = -2.08). 
Since "Non-shoppers" identified assortment and price as the most important 
factors for not shopping at City Chain and there were not any significant differences 
�� between "Old customers" and "Never shoppers" on the impressions of all attributes 
(Qn. 2a - 2n). That means assortment and price were real factors for not shopping at 
City Chain, no matter they are "Old customers" and "Never shoppers". Therefore, 
City Chain should take a serious consideration on these two factors. 
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Actually, City Chain has already recognized this problem and has taken some 
actions. In order to improve the assortment of its watches, it has been actively 
acquiring the sole agency right of new brands. Unfortunately, it may require a long 
time to negotiate for the terms of sole agency. For the price factor, it is unlikely that 
City Chain will make a substantial decrease in its price. Recently, it has made some 
sales promotions occasionally. In addition, it has started to build up another new 




Know 97 8 3 % — 
Do Not Know 20 � — _ . 一 ⑵ — 
Table 12 Qn. 8 Do you know Optical 88? 
There were 83% of respondents who knew Optical 88 (Table 12: Qn. 8). This 
percentage was smaller than that of City Chain for two reasons. Firstly, the 
respondents might not need to wear glasses and so the awareness of Optical 88 might 
be poorer for them. Secondly, rapid expansion and mass media promotion have been 
carried for only four years, and this period was relatively shorter than that of City 
Chain. 
Names of Company Market Share 
Optical 88 3 Q % 
The Optical Shop 8% — 
Hong Kong Optical 1 % 
Optical Center � 1 2 % ； 
Others 49% 
Table 13 Qn. 11 Where did you buy your glasses or contact lens last time? 
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30% of "Shoppers" bought their glasses at Optical 88 (Table 13: Qn. 11). If 
this result was used as an estimate of the market share, Optical 88 would be the 
market leader. Most of the "Shoppers" were between 20 and 24 years old (64%)， 
with education level from F.l to F.7 (91%), and had personal income $6,000 to 8,999 
(38%). The "Shoppers" group skewed to older age group (25-29) and female. There 
were only slight differences on the income and education distribution between 
"Shoppers" and the total sample. 
Attributes Mean Value 
Convenience 2.052_— 
Helpfulness of Salesmen 2 . 1 2 5 
Assortment of Glasses 2 , 1 8 9 
0 • 2.284 
Services 
Overall Image 2 2 9 2 
Store Atmosphere ； 厶.… 
After-Sales Services 2 . 3 8 3 
Appearance of Salesmen 2 , 4 2 1 
Ease to find Desired Glasses 2 . 4 2 1 
Product Knowledge of Salesmen 2 . 4 6 8 
Decorations 2A90 
Quality of Glasses 2 . 5 2 6 
Displays and Layouts 2 , 6 1 1 
� P r i c e 1 2 . 6 6 7 
Table 14 Qn. 9. What is your impression of Optical 88? 
(Extremely Favorable = ^Favorable = 2’ 
Unfavorable = 3，Extremely Unfavorable =4) 
* \ 
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Table 14 shows the mean value of each attribute (Qn. 9a - 9n)n The attribute 
of "Price" scored the lowest (2.667) and "convenience" scored the highest (2.052). 
The poor "price" perception of respondents might be caused by two reasons，Firstly, 
respondents might compare the existing price with the past price of Optical 88's 
products. This explanation was verified in the interviews with some shop managers. 
Secondly, after Optical 88 upgraded its image, a lot of competitors have entered the 
low end market and initiated a price war. This made the price of Optical 88 relatively 
higher. The highest ranking of perception of "convenience" was reasonable, for 
Optical 88 had about sixty outlets. 
1 
Reasons No. of Response Sum Value* 
of Importance: 
1 2 3 
. 3 4 6 29 
Optical 88 is convenient to me — 
, 3 2 6 25 
Sales people are helpful 
3 4 4 23 
Ease to find my desired glasses — 
0 5 3 19 
Price is acceptable — 
"“ . 0 2 5 19 
A lot of choice 
— 2 3 3 17 
I have confidence in Optical 88 — 
4 3 1 13 
Good services 
3 5 0 13 
Quality is good 
� MY friends/relatives also buy glasses at Optical 88 1 — 
u 3 3 0 9 
I like the store atmosphere — 
9 i i 7 
Class of customers shopping at Optical 88 is similar to me——f 
a 2 0 7 
I think Optical 88 is a good place to buy glasses J _ i L 
Table 15 Qn. 12 Why didyou buy glasses at Optical 88? "Shoppers" 
(Most Important = 5, Next Important = 2’ Least Important = 1) 
(Sum Value = E(Importance x No. of Response) 
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Most of "Shoppers" -(respondents who bought a glasses at Optical 88) thought 
that "salespeople are helpful" (sum = 25) and "Optical 88 is convenient" (sum = 29) 
(Table lSiOn. i2；. "Shoppers" thought that "salespeople are helpfiil" because they 
usually perceived the salesmen had some technical knowledge which they did not 
know. Convenience was the most important reasons to buy and this proved that 
Optical 88's expansion was consistent with the consumer behavior. 
R e a s o n s No. of Response of Sum Value: 
Importance: 
I 2 3 
o in O 47 
My friends/relatives do not buy ) ° 
glasses at Optical 88 
I think Optical 88 is not a good place 9 7 6 1 
to buy glasses — 
II ^ fi 39 
I do not have confidence in Optical 88 —J_i i “ 
“ 5 5 7 36 Price is not acceptable 
c\ n n 35 
Quality is not good L — — 
. ^ 25 
Hard to find mv desired glasses ？ Z — 
; u . 4 2 3 17 
Few choice 
9 9 3 15 
Optical 88 is not convenient to me L 二 
n A 1 14 
I do not like the store atmosphere £ ！1 
„ • 1 4 1 12 
� Poor services 
Sales people are not helpful 2 - — 
Class of customers shopping at 2 1 1 
Optical 88 is not similar to me — 
Table 16 Qn. 13 Why didn't you buy glasses at Optical 88? "Non-Shoppers" 
(Most Important - 3, Next Important = 2, Least Important = 1) 
(Sum Value = I(Importance x No. of Response) 
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Most of the "Non-shoppers" thought that the major reasons for not shopping at 
Optical 88 were "their friends/relatives do not buy glasses at Optical 88" (sum = 47), 
"Optical 88 is not a good place to buy" (sum 二 41) and "they do not have confidence 
in Optical 88" (sum = 39) (Table 16: Qn. 13). It is noticed that the influence of 
friends or relatives was very important. This was because glasses was a personal 
product and the customers might have greater involvement, and so they would search 
for more information from their friends or relatives. However, in the case of 
"Shoppers", it is noticed that "friends/relatives buy at Optical 88" was not a major 
reason for shopping at Optical 88 (sum = 驮 That means the negative influence of 
friends and relatives was greater than the positive influence. In the other words, the 
word-of-mouth effect for the bad experience was greater than the good experience. 
There were significant differences between "Shoppers" and "Non-shoppers" 
on the following attributes: quality of glasses (t = -2.29), appearance of salesmen (t 
=-2.13), product knowledge of salesmen (t = ，ease of finding desired glasses 
( t 二 丄扪),convenience (t = -2.60), and overall image (t = -2.99). "Non-shoppers" 
thought that these attributes were poor. 
For Optical 88，the major differences between "Shoppers" and "Non-shoppers" 
were on six attributes, which was more than that of City Chain (only three attributes). 
This might be the product involvement of glasses was greater than that of watches， 
and so customers took more concerns�on their shopping process and thought deeply. 
One possible solution to change the perceptions of "Non-shoppers" on these 
attributes is to improve the performances on these attributes, such as quality of 
glasses, appearance of salesmen, product knowledge of salesmen, convenience, etc.. 
Another possible solution is to enhance the confidence of customer by using the 
influence of personal relationships. This is because the ''Non-shoppers" did not have 
confidence in Optical 88 and thought that Optical 88 was not a good place to buy. 
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This low confidence level might be caused by the influence of friends and relatives, 
as discussed above. This might explain why there were more differences between 
"Shoppers" and "Non-shoppers" than that of City Chain. 
Number Percentage (%) 
Yes - "Old Customer" 25 
No - "Never Shoppers" 25 5 0 
Table 17 Qn. 13a Have you ever bought a glasses at Optical 88? 
Half of the "Non-shoppers" have bought at Optical 88 - Old customers (Table 
77； Qn, j 3a). There was only significant difference on the impression of attribute of 
"product knowledge of salesmen" between the "Old customers" and "Never shoppers" 
and there were not any other significant differences. That means "Never shoppers" 
had similar perceptions with "Old customers", even though they had not tried Optical 
88 before. "Non-shoppers" might not have such low confidence level by trying the 
services of Optical 88 personally, they might get this information from their friends 
and relatives. . 
Therefore, Optical 88 should provide more training to salesmen, so as to 
improve their product knowledge. In addition, it should enhance the word-of-mouth 
of the existing customers by providing them more incentives, such as souvenirs or 
� extra discounts. Mass media advertising may also be useftxl to improve the overall 




CHAPTER V n 
DISCUSSION AND IMPLICATIONS 
The entries of City Chain and Optical 88 substantially changed the retailing 
markets in the eighties. They altered the "game plans" in their respective competitive 
environments. They set "new rules" for the market and gave many surprises to the 
competitors. With the success of City Chain and Optical 88, many competitors 
started to imitate their decorations and window displays. However, they could not 
find any great success, because they did not understand the underlying factors. 
Svner^v Effect 
The first success factor is the synergy effect. During the formulation of 
marketing strategies, synergy plays a critical role. The synergy effects of City Chain 
and Optical 88 can be illustrated at company level as well as marketing level. At the 
company level, since Stelux was a watch manufacturer, City Chain was a product of 
downward vertical integration of Stelux. After the acquisition of Optical 88, City 
Chain and Optical 88 carried out some kind of horizontal integration. A lot of 
marketing experience has been shared between the two companies. For example, 
Optical 88 provides the marketing information of new town areas and City Chain 
gives the information on certain prime shopping areas. Furthermore, there were some 
joint promotion activities, so as to enlarge the customer base. 
. \ 
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At the marketing level，aU the marketing strategies are interwoven and 
interlocked together. All the marketing factors have to be considered during the 
formulation of marketing strategies. For example, if City Chain wants to increase the 
sales of Smash! watches, it will display the watches in certain display units which can 
easily attract the attention of customers. Then, it may adjust the price to make it more 
competitive and use mass advertising and sales promotion to attract more customers. 
There is also a synergy effect of increasing the number of stores. They 
believe that if they place a new outlet near the existing one, the total sales of two 
shops will be greater than double one shop's sales. They will continue to increase the 
number of outlets within the same area until the increase in the total sales of these 
outlets is equal to the additional costs. This is consistent with the economic concept 
of expanding until marginal revenue only equals marginal cost. 
HftfiTiitinn of Business 
The second success factor is the definition of their scope of business. City 
Chain believes that watches are a fashion product, and the company is selling social 
status through selling watches. Therefore, it defines its competitors as not only other 
watch retailers, but also fashion retailers, such as U2, Giordano, etc. Optical 88 
defines itself as an optical services provider, and not just retailer of optical products. 
�� Similarly, it thinks that glasses are a fashion product. Thus, its competitors are also 




This broad definition drives the companies to gain better understanding of the 
market environment. It is interesting to notice that the sales of glasses and watches 
are related to the fluctuation of weather. This is because when the weather suddenly 
becomes cold or hot, the top of mind for the customer is to buy some clothes, rather 
than glasses or watches. 
Definition of Products 
The other factor of success is the definition of products. City Chain and 
Optical 88 have very broad concepts on the definition of products. Traditionally, 
many retailers define their products as their merchandise and services. However, City 
Chain and Optical 88 think that the shop itselfis the total product Customers go to 
City Chain and Optical 88 not only to buy their merchandise and services, but also for 
the atmosphere and the fulfillment of their psychological needs, such as social status 
and life style. 
Buyers respond to the total product. The most significant feature of the total 
product is the location where it is bought or consumed. In some cases, the place, 
more specifically the atmosphere of the place, is more influential than the product 
itself in the purchase decision. In some case, the atmosphere is the primary product 
(Kotler, 1973). 
City Chain and Optical 88，then, define their store image as a product. This is 
because customers not only buy a specific merchandise, but also enjoy the utility 
when buying, such as using retailer's services, enjoying the shop atmosphere and the 
psychological benefit of shopping. From the experience of City Chain and Optical 
88, we leaxn that a successful chain store may be one that markets its product (store 
image), instead of only its merchandise. 
• \ 
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According to the Fishbein model, one's attitude toward a g i v e n behaviour is 
based on the summed set of beliefs about the salient consequences of engaging in the 
behavior weighted by the evaluation of these consequences. In marketing, these 
consequences are typically represented in the form of product attributes. The model 
therefore predicts that the mote a brand is perceived as possessing desired attributes 
and not containing undesired attributes, the more favorable attitude becomes (Engel, 
Backwell & Miniard，1986). 
From my survey, I found that there were significant statistical differences 
between "Shoppers" and "Non-shoppers" on the perception of "overall image of the 
company"，in both cases of City Chain and Optical 88. When I added up the values 
of attributes (Qn. 2.a. . 2 1 , and Qn. 9.a. -9.1.)，except "overall image", the same 
讓 I t s were found. This showed that even though some attributes might not be good, 
i f t h e overall image was good, the customers would still go to this store. It implied 
that customers used compensatory decision rules in choosing stores, such as the 
Fishbein model. 
City Chain and Optical 88 position themsclvcs by their imique store images in 




“ “ “ 
Selection criteria of the d^tribution outlet: 
• Population 
_ Quantity (Traffic Flow, Accessibility) 
-Quality (Purchasing Power) 
• Consumer Behavior 
• Mix of Neighboring Business 
• Physical Location 
-Frontage, Ceiling, Depth, etc. 
• Costs and Benefit Analysis 
_ Benefits: Monetary (Sales) 
Non-Monetary (Status and Image) 
-Costs. Rental and Other Expenditure 
_ L I 
One major step of the outlet selection process is the site visit. During the site 
visit, detailed observations will be carried out These include the walking speed of 
pedestrians, the consumer mix and behavior of the proposed area, and the general 
atmosphere of environment. The site selection process of City Chain and Optical 88 
is not only quantitative, but qualitative. A site will not be chosen, even though the 
sales estimation is profitable, if it will diminish the status or image of the company. 
They will choose a place where their store images will be well-accepted. (City Chain 
x in the new town areas in the first stage faced the problem of incompatible image, and 
then finally it retreated until 1990.) 
I have used factor analysis to consolidate the attributes (Qn. 2.a. - 2.1. and Qn. 
9.a. - 9.1.) into several factors, (details of factor analysis are shown in the Appendix). 




Factor 1 ： Store atmosphere 
Atmospherics Decorations | 
Displays and layouts 
Convenience 
Factor 2: Salesmen are helpful 
Services Appearance of salesmen 
Product knowledge of salesmen j 
Services 1 
After-sales services | 
Factor 3： Quality of watches/glasses 
Merchandise Assortment of watches/glasses 
Ease to find desired watches/glasses 
The attributes within each factor share the same characteristics. For Factor 1， 
store atmosphere, decorations, and displays and layouts can be classified as 
Atmospherics. Convenience is a term used to describe the location of store, which is 
related to the physical attributes of a store. For Factor 2, three attributes are related to 
salesmen and two are related to services. Since salesmen are the "servants" of the 
� customers, I regard it as a factor of Service. Obviously, all attributes of Factor 3 are 
concerning the merchandise itself only, such as quality and assortment, so this is 
called Merchandise factor. 
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Merchandise, services, atmosphere, and the "psychological premium" combine 
together to form a store image. The psychological premium is the psychological 
satisfaction that a customer obtain during his purchase and consumption processes. 
For City Chain, this satisfaction is a modern and fashionable social status. For 
Optical 88，a customer may gain satisfaction for having a service that he has 
confidence in, and buying from a company that has a modern and fashionable image. 
Therefore, cost of merchandise, quality of services, atmosphere, and 
psychological premium should be considered in formulating the pricing strategy. A 
successful retailer should have good understanding of the perception of customers of 
the store image, so that they could better price the "product" up to the perceived 
a c c e p t a n c e level o f customers. This can be illustrated by the following Figure 3. 
； 
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The promotion strategy of City Chain is firstly to use mass advertising to 
promote the store image and then promote its merchandise after the store image is 
well established^ Optical 88 has been employing the same strategy by using mass 
advertising to build up the store image for two years and is beginning to promote its 
merchandise recently. 
I submit that there are two levels relevant to the marketing management of 
retailers: the merchandise level and the store level. A retailer will make his decision 
on these two levels: 
Merchandise level 
Merchandise, services and atmosphere offered; 
Prices of merchandise and services; 
Presentation of the merchandise; 
Decorations; 
In-store promotions; 
Advertising of merchandise; , 
I Role of personal selling. ！ 
卜 … ‘ . 
Store level 
Total store image and atmospherics that is generated by the integration of product, 
price, place and promotion on the merchandise level; 
I General pricing policy ； 
A location where customers accepts not only the merchandise, but also the total store 
image; 
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Figure 4 Shopping Process 
Figure 4 shows the shopping process of a customer. A customer will face 
some kind of uncertainty during the shopping process. Before entering a store to 
choose his products, he will do some searching about which store to go to. Such 
searches involve those attributes that the customer considers as crucial for making the 
decision, such as the quality of the products and services provided. He will gather 
information from his friends, from advertisements, or from his past experience. 
Tension will be aroused when the customer has made his decision and is 
prepared to enter the shop to choose his desired product. This is because he is going 
to test whether his decision is right or not. Therefore, the customer will usually 
browse around the desired shop several times, so as to gather more information to 
verify his decision, before he actually goes in. At that stage, the customer will look at 
V 
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the shop's products, atmosphere, the attitude and gesture of the salesperson, and the 
customers inside the shop, etc. 
After the verification, the customer will enter the shop and begin his selection 
and purchase process. At this time, the pre-sales services are very important. These 
services include the selling techniques of the salespersons for a more personnel 
oriented shop, such as Optical 88, and the displays of the merchandises for a self-
service shops, such as City Chain. The customer will continue to make verification 
on his decision of the shop during the purchasing process. 
The evaluation process will not be made only on the merchandise, but also on 
the shop itself. The customer will make two decisions during the shopping process. 
The first one is for choosing the store and the second one is for choosing the 
merchandise. Therefore, the customer can gain satisfaction on his proper decisions of 
both the store and the merchandise. The customer also get some satisfaction when he 
is enjoying the purchasing process, the after-sale services of the shop, and the 
utilization of the merchandise. 
• \ 
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Life Cvcle nf Chain Stores in Hong Kong 
From the company development of City Chain and Optical 88，some patterns 
of the development of chain stores may be essayed. This is illustrated by Figure 5. 
GROWTH ^ ,v Internationalization (No. of Shops) 广 I ^ V j 
j 1 Introduction / | . . z , 
2 Early Growth / [ \ ；— 
3 Rapid Growth J I j\ Maintaining 
4 Consolidation I j j\ 
5 Maturity I | j \ 
i !\ 
..,,”,.‘.：‘ . / i i I \、Decline 
i L y M i � 
2 丨 3 … 5 
TIME I 
• L — — — — — — — ― - — - — ^ 
Figure 5 Life Cycle of Chain Store 
Introduct ion Stage 
Usually, a retailer w i l l begin with one or two shops, so as to test his business 
�� concept. If he finds that the concept is successful, he will continue to open more. At 
this stage, the entrepreneur will mostly finance his shop with his own folds or 
reserves, so the number of shops opened depends on his initial capital. The 
entrepreneur is always involved in the daily operation and he will monitor the shop 
closely. 
. “ 1 1 
It'?； St-J, ！! 
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The shop will not be opened at a prime shopping location due to limited 
funds. Therefore, the shop will usually be opened at the second best or even poor 
locations. This also provides an advantage for small retailers, as direct competition 
with large retailers can be avoided. 
In order to avoid direct competition, the small retailers will target differently 
from the large ones. He will decide to choose a specific target segment, and employ a 
market differentiation strategy. A successM small retailer will change the product 
extensions, even though the products are generically the same with the large retailers. 
The general method used for the small retailer is to personalize the products. As 
discussed in Section VIL D.，there is tension during the shopping process. This 
method can make the customers feel easier. 
Little mass media promotion will be used. Most of the promotion is by word-
of-mcmth. In order to facilitate this, a small retailer will always give special discounts 
to the old customers, or offer some kind of VIP cards. 
If the chain store is financed by a large group, this stage will be shorter for it 
has much larger amount of initial capital. 
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Early Growth Stage 
With the successful experience at the introduction stage, a retailer will learn 
the know-how of operating the shops and he will begin to make profits. Some 
retailers may stop the expansion of their stores and enjoy their success. However, 
some will decide to continue the expansion by re-investing those profits. Therefore, 
most of the ftmds for expansion at this stage is coming from the accumulation of 
profits. The number of shops will continue to increase until 15 to 20. 
As the number of shops increase, the. retailer will begin to taste the advantages 
of economies of scale. These advantages come axe mainly from the spreading of 
overhead costs among the shops, the increase in volume discounts on purchasing and 
the extension of due dates for payable. Although the total expenses are increasing 
during the expansion, they are increasing at a slower rate than the growth rate of sales 
revenue. Therefore, the retailer will continuously open more shops until the marginal 
revenue is equal to the marginal cost (a break-even stage for each additional shop). 
Time taken for this stage is relatively longer than the other stages, since it 
needs time for the accumulation of capital for expansion. Retailers are still using 
market segmentation strategy and only target at some specific segments. As he 
continues to open more shops, the nimiber of locations available for tether expansion 
�� decreases. Thus, if he does not modify his existing marketing strategy, the expansion 
will eventually stop at this stage. 




Rapid Growth Stage 
This is the most critical stage of a chain store's development. The marketing 
objectives axe to have a better market coverage and create awareness. A retailer in 
the previous stage is facing a limited growth on its existing market. He needs a huge 
amount of capital to finance further expansion. This capital is substantially large for 
it is used to cover the risks of entering a new market and to enter a prime location 
areas. The retailer will then face direct competition from the large competitors. A 
strong financial background will help him to sustain serious threats from the 
competitors. 
Furthermore, the existing backup facilities and capabilities of management 
start to be insufficient to cope with the expansion. The retailer will undergo a 
company reorganization, so as to fortify its internal strength. Overhead costs will 
increase tremendously in this stage. He may be willing to suffer a short term loss for 
some of money has to be spent on some longer term investments, such as 
computerization. In order to obtain such financial support, a retailer may merge with 
other market participators, ally with others to attain a better economie of scale，or sell 
to a large company (may not be in the same industry). ， 
The primary financial objective at this stage is to have better management of 
cash flows, instead of profit maximization. If a retailer can successfully obtain the 
funds, the number of shops will greatly increase within a short period, until a 
cashflow balance is obtained. 
\ ‘ \ 
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Consolidation Stage 
A retailer will find some mistakes and problems after rapid expansion at the 
previous stage and so some corrections will be made at this stage. The marketing 
objective is to penetrate the existing profitable market, and profit maximization 
becomes the objective again. Some of the non-profitable shops will be closed. 
Therefore, the number of shops will slightly decrease. 
The long term investments in the previous stage begin to provide positive 
returns to t h e c o m p a n y . Management have an experience of the operations of large 
chain store. Company system set up in the previous stages begin to run, but some 
fine tunes are taken to make it operating smoothly. Thus, the company is operating at 
a higher level of efficiency than the past. 
Maturity Stage 
If a retailer can successMly consolidate his business and correct the mistakes， 
h e will enjoy a long and stable maintaining period. Otherwise, the retailer will face a 
decline. Some retailers may be more aggressive and do not feel satisfied in the 
maintaining period. Therefore, they will try to internationalize their business and 




CHAPTER V f f l 
SUMMARY 
City Chain and Optical 88 changed Hong Kong retailing in the eighties. They 
altered the "game plans" or "ground rules", in their respective competitive 
environment； Although they do not have any specific and well-defined rules in 
r u n n i n g their business, they follow some patterns in making their decisions, 
consciously or unconsciously/ These patterns are the underlying factors of their 
success. 
The first success factor is the synergy effect. At the company level, City 
Chain is a product of downward vertical integration of Stelux. City Chain and 
Optical 88 also carried out horizontal integration by sharing the marketing 
experience. At the marketing level, all the marketing strategies are interwoven and 
interlocked together. The second success factor is the definition of business scope. 
City Chain and Optical 88 define themselves as fashion retailers. This broad 
definition drives the companies to gain better understanding of the market 
environment. 
The other factor of success is the definition of products. City Chain and 
�� Optical 88 define their store images as products. Customers go to City Chain and 
Optical 88 not only to buy their merchandises and services, but also for the 
atmosphere and the Mfillment of their psychological needs. Merchandise, service, 
atmosphere, and the "psychological premium" combine together to form a store 
image. A successM retailer should have good understanding of the perception of 
customers of the store image, so that they could price the "product" up to the 
perceived acceptance level of customers. 
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APPENDIX 
A. Factor Analysis of Attributes : Citv Chain 
- j r 
— 权 Factor 1 Factor 2 Factor 3 — — 
2.h. Decorations 0.8640 
2.g. Store Atmosphere 0.8352 
2.i. Displays and Layouts 0.7620 
2.j. Convenience 0 . 4 0 3 9 — 
2.c. Helpfulness of Salesman ° - 8 2 4 4 — 
2.k. Services ° ' 7 5 5 3 
2.d. Appearance of Salesman ° - 6 7 Q 1 — 
2.1. After-Sales Services 0 . 5 5 8 3 ° ' 5 3 " 
2.e. Product Knowledge of ° - 4 5 2 8 
Salesman —‘― 
- I 
• M I 1 . 
2.f. Ease of finding Desired 0.3065 0 ' 7 9 9 9 
Watches . 
2.b. A s s o r t m e n t of Watches 0 . 6 6 6 0 
� 2.a. Quality of Watches 0 M 2 S 




B‘ Factor Analysis of Attributes : Optical 88 
Attributes Factor 1 Factor 2 Factor 3 
9.d. Appearance of Salesman 0.8396 
9.k. Services 0.7719 
9.e. Product Knowledge of 0.7490 
Salesman 
9.1. After-sales Services 0/7429 0 3 6 6 1 
9.c. Helpfulness of Salesman 0.6857 0 3 3 6 1 
9.i. Displays and Layouts 0.S691 
9.h. Decorations ° - 8 5 0 3 
9.g, Store Atmosphere 0.5630 0.6044 
9.i. Convenience I I 0.4792 10.3849 
9.b. Assortment of Glasses 0 . 8 0 8 7 
9 f. Ease of finding Desired 0.3363 0.6942 
Glasses . 
9.a. Quality of Glasses | 0.3037 丨 0 - 5 8 1 1 _ 
Qn. 9.a. - 9.1. 
N V. 
' \ . 
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C. TV Commercial of City Chain - "Solvil et Titus (Shanghai 1937)” 
_ 
m m K m 
Jingle begins (1930's Chinese Music) 
M y 
w 2 
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"Love lost..." 
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Solvil et Titus, Time as Romance" 
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J)： Instore Layouts of City Chain 
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E. TV C o m m e r c i a l of O p t i c a l 湘 - "S tand bv Me" 
i B ^ ^ ^ ^ ^ m i t ； 
Jingle begins ("Stand by Me") 
"You can see what you like, no matter near or far" 
\ 
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"No matter how you see, it is the same" 
L ^ ^ I ^ S p 蠱墨 
“It is very lovely at a glance,“ 
\ 
\ 93 
• • 丨 1 -• m^. ： 讀 气 
m l ； 
I 霧 . . . ( ! 
"Actually, it looks cute,“ 
W^^k w 
S B 广 臭 ， ^ ” 
M 
"Open your eyes freely, “ "Stand by me,“ 
\ 
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"If you want to look clearly, “ "Stand by me, “ "Innovative and new,“ 
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"Optical 88, professional idea, sincerely and more beautiful.“ 
• I 
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F. TV Commercial of Optical 88 - "The Kid" 
— 
Jingle begins, "Cantonese song melody - Years pass by as water" 
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"Looking at the sky}“ 
"Within this cloud," I 
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"There is a beautiful story,“ 
WBF 1 
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"Do you know the secret of wonderful life?" 
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"Total heart, real concern,“ 
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"Professorial idea, sincerely and more beautiful" 
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G. Instore T.avouts of Optical 88 





We are 2nd year MBA students at The Chinese University ofHong Kong We 
are c o n d u c S a consumer survey on City Chain and Optical 88. We wodd b , 
Ja teM if you could spend few minutes to complete this questionnaire. Thank you 
very much! 
SVrTTON 1： rTTY CHAIN 
1 • Do you know City Chain? 
Yes (please go to question 2) 
N o (please go to SECTION 2) 
2. What is your impression of City Chain on the following ^ 
STRONGLY DISAGREE with the statement, please put an X in the box under 
STRONGLY DISAGREE; or otherwise.) ^ ^ strongly 
Agree Agree Disagree Disagree 
a. Good Quality of Watches I � ^ 个 
b. Good Assortment of Watches I I ^ 丨 * 
, I I 
c. Salesmen are helpful I i 
d. Good Appearance of Salesman I 1 卜 I ^ 
e. Good Product Knowledge of 丨 丨 ！ 丨 ^ 
Salesmen 
I Ease to find your Desired Watches I 丨 丨 .丨 
I j I I 
g. Good Store Atmosphere I -I —1 
h. Good Decorations 丨 I I I ] 
I 1 I 1 
i. Good Displays and Layouts I 1 
� j . Convenience I“ I 个 个 i 
I 1 I I k. Good Services I 1 — 
1. Good After-Sales Services 1 1 J ^ ^ 
, r i I 
m. Reasonable Price of Watches 1 丨 




3. Have you ever bought a watch in Hong Kong? 
Yes (please go to question 4) 
No _ (please go to SECTION 2) 
4. Where did you buy your watch last time? 
a. City Chain (please go to question 5) 
b. Department Store _ (please go to question 6) 
c. K o w l o o n Watch Co. (please go to question 6) 
d. Swiss Watch Co. 一一一 (please go to question 6) 
e. Others (please specify) 
(please go to question 6) 
5. why did you buy a watch at City Chain? 
(Please choose the THREE most important reasons from a. to m. below and give 
rankings ofthese THREE reasons; give "1" M the FIRST MOST IMPORTANT, "2" 
f o r the SECOND MOST IMP OR TANT and "3 "for the THIRD MOST IMPORTANT.) 
a. Quality is good 
b. A lot of Choices 
c . S a l e s People are H e l p f u l 
d. Class of Customers Shopping at City Chain is similar to me -：__ 
e. My friends/relatives also buy watches at City Chain 
f. I like the Store Atmosphere 
g. Price is Acceptable 
h. Ease to Find My Desired Watches 
i. City Chain is Convenient 
j. I think City Chain is a Good Place to Buy a Watch 
k. Good Services 
1. I have Confidence in City Chain 
m. Others (please specify).. — 




6. Why DIDN'T you buy a watch at City Chain? 
(Please choose the THREE most important reasons from a. to m. below and give 
rankings ofthese THREE reasons; give for the FIRST MOST IMPORTANT, "2" 
f o r the SECOND MOST IMPORTANT and "r for the THIRD MOST IMPORTANT.) 
a. Quality is not good 
b. Few Choice 
c. Sales People are not Helpful 
d. Class of Customers Shopping at City Chain is not similar to me —— 
e. My friends/relatives do not buy watches at City Chain 
I I do not like the Store Atmosphere 
g. Price is not Acceptable 
h. Hard to Find My Desired Watches 
i. City Chain is not Convenient to me • 
j . I think City Chain is not a Good Place to Buy a Watch 
k. Poor Services 
1. I do not have Confidence in City Chain 
m. Others (please specify) — 一 ~~ 
6.a. Have you ever bought a watch at City Chain? 
Yes (please go to question 6.b.) 
No (please go to question 7) 
6 . b . what is/are the reason(s) that you didn't buy your LAST watch at City 
Chain? (please specify) 
— — " — 
7. Do you have any other comments about City Chain? 
Yes (please specify) 
, ‘ 





RirrTTON 1； OPTICAL 88 
8. Do you know Optical 88? 
Yes (please go to question 9) 
No (please go to SECTION 3) 
9 what is your impression of Optical 88 on the following items: 
(Please vut an "X" in one of the four boxes: for example, ifyou STRONGLY AGREE 
please put an T m 細 box under STRONGLY AGREE; ifyou 
STRONGLY DISAGREE with the statement, please put an X in the box under 
STRONGLY DISAGREE; or otherwise.) 
Strongly Strongly 
A^ree Agree Disagree Disagree 
a. Good Quality of Glasses 1 I I I I 
b. Good Assortment of Glasses l, I I I I 
c. Salesmen are helpful 1 I ‘ 
d. Good Appearance of Salesman 1 I I I 
e. Good Product Knowledge of I I 卜 I ^ 
Salesmen 
f. Ease to find your Desired Glasses L I 1 I I 
g. Good Store Atmosphere 1 \ I I * 
h. Good Decorations 1 I 个 ^ 
i. Good Displays and Layouts " I I I I ‘ 
j. Convenience 1 丨 丨 I 
k. Good Services I I I I , 
� � 1 . Good After-Sales Services I 丨 I I * 
m. Reasonable Price of Glasses I I I ' * 
n. Good Overall Image of Optical 8 8 I I I I * 
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10. Have you ever bought a glasses or contact lens? 
Y e s _ 一 (please go to question 11) 
N o 二 (please go to SECTION 3) 
11 • Where did you buy your glasses or contact lens last time? 
a . Optical 88 一 (P l e a s e g ° t 0 q u e s t i o n 1 2 ) 
b . The Optical Shop 一 (P^ase go to question 13) 
e. Hong Kong Optical 一 (please go to question 13) 
d. Optical Centre 一 (please go to question 13) 
e. Others (please specify) ； 
(please go to question 13) 
12. Why did buy a glasses at Optical 88? 
(Please choose the THREE most important reasons from a. to m. b二 ： = 
(
raMngs ofthese THREE reasons; _ T for tke FIRST MOST IMPORTANT, "2 
f o r the SECOND MOST IMPORTANT and for the THIRD MOST IMPORTANT.) 
a. Quality is good 
b. A lot of Clioices 
c. Sales People are Helpful • 
d. Class of Customers Shopping at Optical 88 is similar to me 
e . My friends/relatives also buy glasses at Optical 88 — ~ 
f. I like the S t o r e Atmosphere 
g. Price is Acceptable ' 
h. Ease to Find My Desired Glasses 
I Optical 88 is Convenient •“ 
j. I think Optical 88 is a Good Place to Buy a Glasses 
k. Good Services “ 
1. I have Confidence in Optical 88 
m. Others (please specify), — “ 
(End of Question 12，Please go to Question 14) 
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13. Why D I D N ^ you buy a glasses Optical 88? 
(Please choose the THREE most important reasons from a‘ to m. below and give 
rankings ofthese THREE reasons; give "1" for the FIRST MOST IMPORTANT, "2" 
f o r the SECOND MOSTIMPORTANT and "3" for the THIRD MOST IMPORTANT.) 
a. Quality is not good 
b. Few Choice 
c. Sales People are not Helpful 
d. Class of Customers Shopping at Optical 88 is not similar to me 
e. My friends/relatives do not buy glasses at Optical 88 
f. I do not like the Store Atmosphere 
g. Price is not Acceptable 
h. Hard to Find My Desired Glasses 
i. Optical 88 is not Convenient to me 
j . I think Optical 88 is not a Good Place to Buy a Glasses — ~ 
k. Poor Services 
1. I do not have Confidence in Optical 88 
m. Others (please specify) 
13 .a. Have you ever bought a glasses at Optical 88? 
Yes (please go to question 13.b.) 
No (please go to question 14) 
13.b. What is/are the reason(s) that you didn't buy your LAST glasses at 
Optical 88? (please specify) 
^ ^ ^ ^ ^ I 
14. Do you have any comments about Optical 88? 
Yes (please specify) 
“ 
— “ ^ 
::;!舉 ； — 





All the following information will be used in the analysis of this project only 
and will be kept it confidential. 
15. What is your age? 
Below 15 — 35 - 39 — 
15- 1 9 — 4 0 - 4 4 — 
2 0 - 2 4 45 -49 一 
2 5 - 2 9 _ _ 5 0 - 5 4 一 
3 0 - 3 4 _ 55 or above _ 
16. What is your sex? 
M a l e — Female — 
17. What is your monthly income? 
Below $3,000 — $12,000 - $14,999 — 
$3,000 - $ 5 , 9 9 9 — $15,000-$17,999 — 
$6,000 - $8,999 一 $18,000-$20,999 一 
: $9,000 -$11,999 一 $21,000 or above 一 
18. What is your educational level? 
Primary School 
F.l -F.5 —— 
F.6-F.7 _ -
At least Tertiary 
i-jixwj. O m—— 
19. What is your occupation? (please specify) 
1 — ' 
END OF QUESTIONNAIRE 
THANK YOU VERY MUCH! 
\ 






• 認識 — - ( 請 跳 答 問 題 2 ) y ^ ^ p ^ j 
I 不認識 (請跳答乙部） 
i . 請問你對時間廊的印象如何？ 
I ( 請 在 適 當 的 空 格 内 瑱 上 ” ^ 例 ： 假 恕 您 荸 • 二 g 於 
”十分同 音 ” 下的空格内填上” X " ；假如你"十分不问思 丨、列辆據， 
請於 " " P i 不同意 .”下的空格内瑱上” x " : ) 
十分同意 同意 不 同 意 十 分 不 同 意 
I . 時 間 廊 的 手 錶 質 素 良 好 • • n D 
I . 時 間 廊 的 手 錶 款 式 繁 多 • • • 口 
•B; 
1 . 時間廊的銷售員樂於幫助顧客 • • 口 D 
時間廊的銷售員儀表大方 • • • n 
| L 時 間 廊 的 銷 售 員 對 手 錶 知 _ 豐 富 • • 口 • 
i f . 容 易 於 時 間 廊 找 到 合 適 的 手 錶 • • 口 n 
p . 時 間 廊 的 店 鋪 氣 氛 舒 適 • • • D 
I n . 時 間 廊 的 装 飾 美 觀 • • • • 
| i . 時 間 廊 的 貨 品 陳 設 吸 引 • • • D 
| j . 時間、廊的地點方便 • ° . n D 
時間廊的服務好 • • • D 
i . 時 間 廊 的 銷 後 服 務 良 好 • • D D 
I m. 時間廊的手錶債錢公道 • • • D 
我對時間廊的绾髏印象良耔 • • 口 D 
I 請問你曾否在香港購買手錶? 
1 曾 —一（請跳答問題4) 
I 不曾 _一（請答乙部) 
I . 請問你上一次在那裡購買手錶？ 
I 時 間 廊 一—（請跳答問題 
1 百貨公司 (請跳答問題 
J 九龍錶行 ___ (請跳答問題 6 ) 
I 瑞士錶行 — ( 請 跳 答 問 題 6 ) 
I 其他（請註明） (請跳答問題 6 ) 
I “ : � : 1 
I . 你為甚麼上一次在時間廊睛買手錶？ 
• ( 讀 由 以 下 a . 至 m . 項 ， 選 出 三 項 最 重 要 的 原 因 ， 然 後 按 它 們 的 重 要 性 依 次 排 列 ’ 
| 给 ； ， 次 重 要 的 给 而 第 三 重 要 的 给 " 3 " ： ) 




I d . 在時間廊睛物的顧客與我差不多 --- ‘ 
.-.._ . ....‘ ...... •.. ‘ . ；..' .： 
L . 我的朋友及親人也在時間廊購買手錶 ---
I f . 我喜歡時間廊的店鋪氣氛 ---
. ‘ 
| g . 時間廊的手錶債錢合理 ---
i h . 容易於時間廊找到合適的手錶 ---I 
I i . 時間廊的地點方便 ---
I j . 我覺得時間廊是購買手錶的理想地方 ---
I k. 時間廊的服務好 ---
1. 我對時間廊有信心 ---
m. 其他（請註明） 
^^ B ^ . I畜跳答問顆7 
� 
L 你為甚麼上一次不在時間廊購買手錶？ 
( 請 由 以 下 a .至 m •項，選出三項最重要的原因，然後按它們的重要性依次排列， 
最重要的给”1"，次重要的给" 2”，而第三重要的绐 " 3 % ) 
L . 時 間 廊 的 手 錶 品 質 差 —— 
ft.時間廊的手錶款式不多 ---
I . 時 間 廊 的 銷 售 員 不 樂 於 幫 助 顧 客 一-
L . 在 時 間 廊 _ 物 的 顧 客 與 我 不 同 ---
|e. 我的朋友及親人不在時間廊購買手錶 ---
| f . 我不喜歡時間廊的店鋪氣氛 ---
|g. 時間廊的手錶債錢不合理 ---
|h. 不容易於時間廊找到合適的手錶 ---
I I . 時間廊的地點不方便 ---
I j. 我覺得時間廊不是購買手錶的理想地方 ---
I k . 時間廊的服務不好 ---
-V 
11. 我對時間廊沒有信心 ---
！ m. 其他（請註明） . 
I 6 a . 請問你以前曾否在時間廊購買手錶？ 
- -一-(請跳答問題仆.） 
不曾 … ( 請 跳 答 問 題 ？ ) 、、 





I 7 ,部. 眼鏡88 
| 8, 請問你認識眼鏡88嗎？ W 
I 認識 一 ― ( 請 跳 答 問 題 9 ) 
不認識 ___ ( 請 跳 答 丙 部 ） ^ H j L ^ 
I OPTICAL 88 
’9. 請問你對眼鏡8 8的印象如何？ 
(請在適當的空格内瑱上”X”；例：假如你"十分同意".下列論據，請於 
’‘十分同意 "下的空格内填上 " X " ; 假如你”十分不同意 "下列論據’ 
請於 "十分不同意 "下 .的空格内填上 " X " : ) 
十分同意 同 意 不 同 意 十 分 不 同 意 
a. 眼鏡 8 8的貨品質素良好 • • 口 • 
b . 眼鏡 8 8的貨品款式繁多 • • • • 
c. 眼鏡 8 8的銷售員樂於幫助顧客 • • • . • 
d. 眼鏡 8 8的銷售員儀表大方 • • • • 
e. 眼鏡 8 8的銷售員對産品知識豐富 • • • • 
f. 容易於眼鏡 8 8找到合適的眼鏡 • • • • 
g. 眼鏡 8 8的店鋪氣氛舒適 • • • • 
h. 眼鏡8 8的装飾美觀 • • • • 
i . 眼鏡 8 8的貨品陳設吸引 • • • • 
j . 眼鏡 8 8的地點方便 • • • • 
k. 眼鏡8 8的服務好 • • • • • 
1. 眼鏡88的銷後服務良好 • • • • 
m� 眼鏡 8 8的貨品價錢公道 • • • • 




l l 替 — 請 跳 答 問 題 i d 
I 不曾 一_(請答丙部） 
|。 請問你上一次在那裡購買眼鏡昵？ 
I 眼鏡88 — _ (請跳答問題1 2 ) 
I 高登 請跳答問題 1 3 ) 
j g 昌 一 _ (請跳答問題 1 3 ) 
| I I視 一―（請跳答問題13 ) 
I 其 他 （ 請 註 明 — — _“ _ (請跳答問題1 3 ) 
|'2., 你為甚麼上一次在眼鏡 8 8購買眼鏡昵？ 
( 請 由 以 下 a .至m . 項，選出三項最重要的原因，然後按它們的重要性依 : k 排列， 
最 重 要 的 给 ” 1 " , 次重要的給” 2 " ,而第三重要的给 " 3 % ) 
_. 眼鏡8 8的貨品品質優良 
b. 眼鏡 8 8的貨品款式繁多 ---
c . 眼鏡8 8的銷售員樂於幫助顧客 ---
d. 在眼鏡 8 S購物的顧客與我差不多 --- • 
e . 我的明友及親人也在眼鏡 8 8 購買眼鏡 ---
f . 我喜歡眼鏡 8 8的店鋪氣氛 ---
g. 眼鏡8 8的貨品價錢合理 __一 
h. 容易、於眼鏡88找到合適的貨品 ---
；.1. 眼鏡88的地點方便 — 
j • 我覺得眼鏡 8 8 是購買眼鏡的理想地方 ___ 
k. 眼鏡8 8的服務好 —_ 
1 • 我對眼鏡88有信心• 一 一 _ 
m. 其 他 ( 請 註 明 — — —_ — — — —— 
問 1 2 完 ， 請 跳 答 問 潁 1 4 
\ 
\ 
I 你為甚麼上一次不在眼鏡8 8購買眼鏡昵？ 
( 請 由 以 下 a •至 m .項，選出三項最重要的原因，然後按它們的重要性依次排列， 
最 重 要 的 给 " 1 " ， 次 重 要 的 给 ” 2 " , 而 第 三 重 要 的 给 "3" I 
I 眼 鏡 8 8 的 貨 品 品 質 差 -一 
I 眼 鏡 8 8 的 貨 品 款 式 不 多 一-
| 眼鏡8 8的銷售員不樂於幫助顧客 ---
| 在眼鏡8 8購物的顧客與我不同 ---
r 我的朋友及親人不在眼鏡8 8購買眼鏡 
、 我 不 喜 歡 眼 鏡 的 店 鋪 氣 氛 — -
、 眼 鏡 的 貨 品 價 錢 不 合 理 一-
I 不容易於眼鏡8 8找到合適的貨品 ---
. 眼鏡8 8的地點不方便 ---
I 我覺得眼鏡8 8不是購買眼鏡的理想地方 ---
I . 眼鏡88的服務不好 --： 
. 我對眼鏡8 8沒有信心 —— 
. 其他（請註明） . 
1 3 a . 請問你以前曾否在眼鏡8 8購買眼鏡？ 
曽 (請跳答問題 1 3 b . ) 
不曾 ( 請 跳 答 問 題 1 4 ) . 
‘ 
1 3 b . 你以前曾在眼鏡 8 8 購買眼鏡，那麼為何上一次不在眼鏡8 8購買眤？（請註明） 
I k 
14. 請問你對眼鏡8 8還有甚麼意見昵？ 
有（請註明） — 
— — — 
‘ 
• • • . . - . ‘ * 
, 邬 . 傭人眘料 
I 以下資料衹會作為本硏究分析之用，而所有資料將會保密。• 
b . 你的年齡是多少？ 
I 15 歲以下 一;: 35 - 39 — 一 _ 
15 - 19 … 40 - 44 一 一 一 
20 - 24 ___ 45 - 49 ___ 
2 5 - 2 9 一 一 二 ： 5 0 - 5 4 一— 
30 - 34 55 或 以 上 一 
16. 你的性別是： 
I 男 女 ‘,._— 、 
| i7 . 你每月 e 人入息是多少？ 
$3 ,000 以下 ___ $ 12,000 - $ 14 ,999 — ： 
$3 ,000 一 $5,999 $ 15 , 000 - $ 17 ,999 ___ 
$6,000 - $8,999 ___ $ 18 ,000 - $20 ,999 ___ 
$9,000 - $ 1 1,999 … $21,000 或以上 ___ . 
18. 你的教育程度是： 
小學 _ . 
中 一 至 中 五 
中 六 至 中 t —_ 
、、大專或以上 —-
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